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springs Parody Now 
teplaces Bust Bucket 


Company Book Shows — 
Correspondence About 
Controversial Series 


New YorK—Last year adver- 
ing buzzed, goggle-eyed, over 
pl. Elliott Springs’ advertising 
me, the text of which often re- 
mbled smoking car stories, only 
ghtly revised for general con- 
ption. 
This week Look carried a new 
ipaign, in which Springs has— 
least temporarily—foresworn 
s preoccupation with female 
atomy in favor of satirical 
intings. The Look spread is 
rrently the only advertisement 
heduled, and future plans are 
definite. 
On another page of Look was an 
vertisement featuring Spring- 
aid sheets, tied to the colonial 
tom of bundling. This series 
scheduled for ten magazines. 
me text of the bundling ad also 
fers Springs’ new book, “Clothes 
ake The Man,” for $1. The book 
self is one part company history, 
e part samples of Colonel 
brings’ fictional talents (he made 
living for a time as a freelance 
riter, and wrote an epic of World 
ar I aviation, ““War Birds’’), and 
me part witty and savage dis- 
psure of the colonel’s relations 
ith advertising agencies and me- 
a when he hammered his ideas 
advertising down their reluctant 
roats. 


The Springmaid campaign, 
ich offered a surprising variety 
views of young ladies with un- 
rgarments exposed, is still hotly 
fended by the company and its 
sency, Erwin, Wasey & Co. 
“No matter what you may 
ink,’ the account executive 
apped to a reporter from AA, 
can show you more than 5,000 
ers which sent a dime each for 
prints of the ads, and in a month 
[show you twice as many. And 
st of them had commendatory 
ments.” 
The book itself pulls no punches, 
1 is mostly excerpts from the 
onel’s correspondence. 
To Richard W. Springs, a cou- 
h of the colonel’s, just taking 
er as advertising manager, the 
lonel wrote: “We have no ad- 
rtisng program and no adver- 
ing agent, so you won’t be too 
y. Our last agent decided I 
n too hard to please. He was 
ent.’ 
Four months later, after having 
ed an agency, the irascible 
One| told his ad manager, “The 
dfferent pictures of a pretty 
Ke in bed between Springmaid 
et: are all right.as far as they 
but they go as far as the 
tc casket here. Tell that agency 
bd! ye, and try another one.” 


en 


Th: younger Springs wanted to 
i to the mill, and Springs ap- 
vel the transfer with these 
8d, “Turn the advertising de- 
nent over to Hill Wolfe, and 
“hm not to send me any more 
Continued on Page 40) 


Ban on Railway 
Express Truck 


Signs Upheld 


Supreme Court Okays 
N. Y., Trenton Bans on 
Posters, Sound Trucks 


WasHINGTON—Two major | Su- 
preme Court decisions last week 
gave local legislative and police 
authorities life or death power over 
the dissemination of advertising 
and other messages by display 
panel and sound truck. 

In one case, the court upheld 
New York City traffic regulations 
which put Railway Express 
Agency trucks carrying ads for 
Camels, Navy recruiting and Sta- 
tion WOR, among others, off the 
street as traffic hazards. 

The second case involved a Tren- 
ton, N. J., ordinance prohibiting 
the use of “loud or raucous” 
sound trucks “for advertising pur- 
poses, or for any other purpose 
whatsoever.” 

The New York police regula- 
tion approved by the court bans 
any vehicle which receives pay 
for carrying advertising panels. 


s But the court clearly implied 
that police can also regulate ads 
on trucks owned by the advertiser, 
as well as other advertising—such 
as outdoor and _  spectaculars— 
which may divert the attention of 
pedestrians and drivers. : 

Railway Express protested that 
the police regulation prevents it 
from carrying Camel ads which 
Camel can carry on its own trucks, 
or which Railway Express could 
carry on its own vehicles if it dealt 
in cigarets. 

For a united court, Justice Wil- 
liam Douglas said that “local 
authorities may well have con- 
cuded that those who advertise 
their own wares on their trucks 
do not present the same traffic 
problem in view of the nature or 
extent of the advertising which 
they use.” 

Continuing, he observed, “The 
fact that New York City sees fit 
to eliminate from traffic this kind 
of distraction but does not touch 
what may be even greater ones in 
a different category, such as the 
livid displays on Times Square, is 

(Continued on Page 53) 


We Have Moved! 


The New York office of 
ADVERTISING AGE, and of all 
Advertising Publications, 
Inc., publications, has been 
moved to 11 E. 47th St., New 
York 17. The new telephone 
number (seven trunk lines) 
is MU 8-0073. 


e 1 Samp © me Dee tee 
eke 


OPENER—Starting the 1949 $8,000,000 

campaign for Admiral Corp., Chicago, is 

this page, which appeared Feb. 6 in 

36 dailies in 34 television-market cities. 

It features Admiral’s new television FM- 

AM two-speed automatic phonograph con- 
sole retailing at $399.95. 


Tough Magazine 
Problems Told 
by Allan Adams 


Birtoxt, Miss.—The _ three- 
pronged problem of the magazine 
publisher was frankly revealed to 
magazine wholesalers here Jan. 27 
by Allan Adams, circulation mana- 
ger and secretary of Fawcett Pub- 
lications. 

The three prongs, in Mr. Adams’ 
opinion, are paper, advertisers and 
agents, and magazine publishers. 

Some 10,000,000 monthly maga- 
zine circulation has recently left 
newsstands, Mr. Adams said, 
“because of inability to earn a 
nickel of profit for their publish- 
ers.” He said publishing profits of 
“successful large publishers” will 

(Continued on Page. 53) 


January Retail Sales 
Firm Despite Storms 


29-City Report Shows 
How Clearances Aided 
Department Stores 


Cuicaco—Despite extremely 
adverse weather in, many parts of 
the nation last month, U. S. de- 
partment stores genetally bettered 
or equaled their dollar volume of 
January a year ago. 

A great many of the retailers 


ing, partly because of resistance 
in some hard goods, men’s wear 
and luxury lines. 

3. Unit volume was higher than 
a year earlier. 

4. Store executives are uncer- 
tain about business volume in 
1949. This bears out other find- 
ings, in this regard, made by 
Howard P. Abrahams of the Na- 
tional Retail Dry Goods Associa- 
tion (see Page 44). 


In many respects 
port on retail sales 
the most important 
AGE has ever printed. 
ports and its impli- 
greatest possible sig- 
read, carefully and 
merchandising and 
matter what his line 
it represents a re- 
line of the “business 


this nation-wide re- 
and retail thinking is 
story ADVERTISING 
Its retail-level re- 
cations are of the 
nificance. It should be 
thoughtfully, by every 
advertising man, no 
of business, because 
markably clear out- 
climate” which will 


dominate the economic and business scene during 1949. 


credit this in large part to the 
gigantic bargain offers and Jan- 
uary clearance sales which they 
started before the old year was 
out (AA, Jan. 3). 

One month ago, ADVERTISING 
AGE rounded up reports from two 
dozen cities on department store 
pest-Christmas merchandising 
plans. In this follow-up, AA re- 
porters in 29 cities tell how stores 
in their markets weathered storms 
and increasing consumer resist- 
ance in January, and what the re- 
tailers expect for coming months. 


a The reports show in general 
that: 

1. Dollar volume was near the 
January, 1948, level. 

2. Prices were down—largely 
because of clearance merchandis- 


Last Minute News Flashes 


Safeway Stores Resume Selling of Coca-Cola 


OAKLAND, CaL.—The weight of consumer demand for the largest- 
advertised single product in the United States has caused Safeway 
Stores to resume handling Coca-Cola after a separation of many years. 
Neither Coca-Cola nor Safeway would comment on the contracts re- 
ported to have been made between Coca-Cola bottling companies and 
the various Safeway divisions. Second largest grocery chain, after A&P, 
Safeway did about $1,300,000,000 volume through 2,300 units in 1948. 


Editorial-Type Ads Pay Off for Campbell-Mithun 


CAMDEN, N. J.—R. M. Hollingshead Corp., maker of Whiz motor 
chemicals and other products, has named Campbell-Mithun, Chicago, 
to handle advertising of its 18 divisions, effective May 1. The agency 
has widely used editorial-type ads ever since it began the Gold Seal 
Co. Glass Wax campaign in 1947, and Hollingshead—which supplies 
Gold Seal—recently tried the editorial technique in a Whiz campaign. 


Men’‘s Wear Groups Asked to Join in Ad Drive 
WASHINGTON—The National Association of Retail Clothiers and 
Furnishers has asked 40 national groups in the men’s wear field to a 
meeting at White Sulphur Springs, W. Va., Feb. 27-March 2, to discuss 
a national promotion plan on men’s and boys’ wear. The association 
will put up $5,000 toward a $25,000 fund to get advertising agency, 
public relations and management consultant advice on the promotion 


.plan, which would call for an annual budget of $400,000 to $1,200,000. 


Schwimmer & Scott Regains ‘Coronet’ Account 
Cuicaco—Schwimmer & Scott, which handled the extensive radio 
advertising of Coronet until Esquire, Inc., a year and a half ago ap- 
pointed Doherty, Clifford & Shenfield, New York, on the account, has 
again been named to handle Coronet, effective with the May issue. 
(Additional News Flashes on Page 53) 


In addition, many department 
stores said they were buying no 
more than necessary until a vol- 
ume trend becomes clear. Several 
voiced conviction that prices won’t 
fall but quality will improve; oth- 
ers looked for a slight price de- 
cline in hard-to-move lines. 

Western and southwestern cities 
were most affected by unusually 
severe weather, but reports varied 
even among these cities in this 
respect because of the different 
times when they were hard hit. 

As in its Jan. 3 report, AA here- 
with presents below the city-by- 
city record. 


Atlantic City 


The first month of 1949 brought 
indications that the consumer is 
increasingly price conscious, re- 
tailers here agree. A leading de- 
partment store reported that bus- 
iness was spotty but that sales 
volume held up well as compared 
with January, 1949, due to fre- 
quent special sales. 

“It looks as if that’s going to be 
the story from now on, and we are 
gearing ourselves to that propo- 
sition,” the store’s advertising 
manager said. “The party is over, 
and we have instructed our buyers 
to be on the lookout for special 
values which we can translate into 
special sales. It is definitely a price 

(Continued on Page 56) 


New Wage Proposal 


raises controversy. 
See ‘In Washington,’ 
Page 24. Other features: 


NR eee 12 
Advertising Market Place ..............cccce000 36 
I UI CID Soi accsscceccosccccssennieen 50 
Department Store Sales ................cccceeeee 28 
ie . scteceumel 12 
I Lo itna dc evincnsssenennsbnecogeiad 16 
Information for Advertisers ..........c..:c00. 36 
RESETS oe RRR 55 
Photographic Review ............cccccccecsseseeeeees 43 
ES EE 54 
I ai onic nibncnpelonniccobona 12 
Teleradio Man’s Corer ...........cccccccceeeeees 38 
Voice of the Advertiser ........cccccccsesserseees 48 


YS ee ae Eee, wae Bf Pe i) ae Ne Te # ‘a - et Bee Sa sae ae ae “ate Pe ig ae it Peas x 94 a Po Ph ea" ra, ee” SS ih. i ee fe  - Ae 
: - ro ah sea ags. Coad Paty re eet wy ae ey Sy | = g 3 ie <i ee . i é Cr as Figs eae : = ‘ tn aie git, 
pe te eR ERY a a eels oe eae \ : 7 pf ae pet { © ape 3a a: 2 : r , : F oe & Fs Se eg Bets 
"a oa plas Spa 5 : oa: we eee aise ~ a i a 7 Tolga oth ~ : hl iy tes eM = 2 it - SS amr ee es : a E a ee Loe he iy BER ee a 
; . ¥ ae ‘ : suas % - Oe Re ge Dun 4 a pie c= ee ee eS 2 rs ' £ , ; . =: a m ; , Ie 
: oe Bee Fe. tie pane ie ios. ian,’ er. 5 << St Bi foe a js one, es Seon. ; es, . oe .. <i 5 Pol aga é ete ye er Fe. eae a 
f . ' eee 
Ppa of 
ee 
. is teat a 
a oe 
ia a 
ie 
ass | 
: me 
Rae 
t i rie 
ee 
ee ae 
ied 
, ae 
Baris 2% 
Sig yy - 
i. 
Sag ee 
ceee 
che 
" Set 
gees 
a ae cot 4 
) Harn y) al | en 
| PRESENTS ITS TELEVISION TRIUMPH... | ta 
| oS is 
‘ iy 
| pe . 4 | 
4 ARS + 
| er 4 | 
en oem | : 
| : 
: - hy ene am 
a) i. + are acest 
poerce 
4) Sas jth SH wie % SPM AED ee 6 GS ae 
ee Sere ee eee wanan o4 8s ag Sra aan ee 
ie oe 
ns a 
as » ao8 
antes mcrwemnnnrs Newign Bam te te mtomee ne 44st me ; fi. ile 
Swaneweee. MeMaede Se eee 
Semrsdewme ones paacmey Sir neo } 
fossa f oe 
Secahew ans ebsaear Sac eomees 
a SSarteccoee = 2. 
ae i" ie ; 
ee 
. | GB NS] : 
i Yan 7 
se aa 
f A e co 
\\ Nation- wide // 
\ Study | 
——————— g 
oo 
> 
en 
eee amt 
: ot 
' ; 
mats, 
eo 
| a ae 
Sars 
ey 
Rae ae. Ae 
btn Be 
| ‘ 
| 
fii a vi 
| a 
' co 
| Cet” 
ion 
| | Pe he 
] or See 
Lae 
ses 
fils = 
| Fs 
Py peer es tener enema , er 
| ee se 
ee 
jae 
ie) ee 
| oie 
An ee gi 
coe 
| " , Pe 7 
i ae 
| See 
| Sey cs 
oi a as 
on ae 
ne Ne 
Site 
| ifr 
ee 
ee 
a etal 
et kas 
oS ae 
eo, 
i ee 
= os 
= a 
y | . ge 
t as i 
ae 
BAG. 
; lo. eee 
B, | carpet” Pie 
| ae ie 
q | | iy fe 
ee 
cee ss 
' Seo ee 
ra 
* ee Se ib ie ot y ; > 4 ce He F cs : ae 4 . oer x 3 : : . : " 7 enn ee “hy - + tage ee! ees : : ng Ti teks 3 ee wry 
as ae ae ’ “ 404 see “melee at ETE tad oan Ses ¢ = , i its ete ia i ie a S mS = . ee , $ Bi ote ae ah 
- ot ee : ! Meg Tt = ie mies 5 a ste di eer” % et a ee eee alee ‘ Gr em. ee ese ag * eS uk fF ot ig : pide 4 Bk Ypres lg coe a Se gat tae aes * a ee cade Te > Se ege ae RY Welter ks. 
ma tt Pe Se AR ey al Sec SA ce eR IMB RTI pi 1 SE Rie ee mene Ie Oe eth Rie eel apaer s BR EN i 5 ae A eI ES Ie Ue aie ey elie tg aie iical Sa ie Mg Se it 8 a 


: 
: 


Boggs Appointed 
to Manage WMCA 


New York—Norman Boggs has 
been appointed general manager 
of Station WMCA here. Currently 
president and general manager of 


WLOL, Minneapolis, he will as-, 


sume his duties at the independent 
station on Feb. 14. 

At the same time Ralph L. At- 
lass, president and general mana- 


ger of WIND, Chicago, was named | . 


as consultant to WMCA. Charles 
Stark resigned as general manager 
of the station last June. 
Meanwhile, WMCA last week 
reported the signing of sales con- 
tracts totaling more than $104,000 
in new business and renewals. 
Among these, Krasdale Foods, 
through Green-Brodie, set an in- 
tensive campaign of selective an- 
nouncements and bought a daily 
segment on the Ted Steele show 
in a contract involving more than 
$40,000. Krasdale will plug in- 
dependent grocers in this drive, 
which is its first radio venture. 


Ames Promotes Trauten 


Paul L. Trauten, central division 
manager, has been appointed as- 
sistant sales manager of Ames Co., 
Elkhart, Ind., pharmaceuticals. He 
will continue to act as central di- 
vision manager and direct all field 
operations of the Ames profes- 
sional service staff. J. E. Pinkham, 
in the sales department, has been 
named assistant to the sales man- 
ager. 


Withers to GM Post 


Roland S. Withers, who has 
been assistant director of the cus- 
tomer research section, General 
Motors Corp., Detroit, since 1944, 
has been named director of the 
section. He succeeds the late Henry 
G. (Buck) Weaver, who had head- 
ed that section of the GM distribu- 
tion staff for 14 years before his 
death on Jan. 2. 


Apex Appoints Bosley 


Earl L. Bosley, formerly sales 
manager of Northern Ohio Ap- 
pliances, Inc., Cleveland, has been 
appointed Cleveland division sales 
manager of Apex Electrical Mfg. 
Co. 


Johnson Advises 


Independents to 
Fight Hard Now 


Calls Clear Channels 
and Super-Power Most 
Important AM Issues 


Cuicaco—Representatives of 75 
independent radio stations met 
here the last week in January to 
organize effective opposition to the 
granting of super-power to exist- 
ing clear-channel stations, and to 
secure duplication on the 24 clear 
channels now occupied by individ- 
ual stations. 

Sparked by Ed Craney, general 
manager of Pacific Northwest 
Broadcasters, Butte, Mont., the 75 
stations (and 62 others who at- 
tended by proxy) heard Sen. Ed- 


win C. Johnson (D., Colo.) make 
a ringing plea to the independents 
to take effective action against the 
continuation of clear-channel 
broadcasting as it exists today. 
“Get together,” Senator Johnson 
told the delegates, “stick together, 
have clear cut objectives, develop 
good strategy, plan an intelligent 
campaign, get it going fast, keep 
fighting hard, and you won’t lose. 


a “Intelligent, hard-hitting action 
is imperative now,” said Senator 
Johnson. “To me, super-power and 
clear channels are the most im- 
portant issue in AM radio today... 
If and when 24 stations in this 
country are authorized to operate 
with 750,000 watts of power, 2,000 
stations are going to wither on the 
vine. 

“T regard this glaring situation 
as alarming...because super- 
power means domination of the 
air waves—domination of pro- 
gramming—domination by a few 
powerful corporations of what the 
citizens of America will hear. 

“There will be no middle class 


PULLING POWER THAT INSURES SALES 
IN THE BIG INDIANAPOLIS MARKET 


Separate in identity, yet combined as your most effective selling team... 
Indiana’s two largest dailies, The Indianapolis Star and The Indianapolis News, 
saturate Indianapolis and concentrate heavy coverage over a rich 44 county 
area. It’s the sure way to sell the nation’s biggest inland market with 2 billions 


to spend—at lowest cost. 


Write for market information unequaled anywhere to help you plan your 


campaign. 


KELLY-SMITH COMPANY ¢ NATIONAL REPRESENTATIVES 


Advertising Age, February |, }, 


of broadcasters. Either rad ») y 
be big and powerful or sm: | 
strictly iocal. Super-powe 
clear channels plus four ne 
plus a slower momentum i: 
ness spells disaster to your ; 

Senator Johnson, who spc 
the Johnson bill in the las: 
gress to provide for duplicat 
clear channels and limit 
power to 50,000 watts, ma ms 
peated references to hearing hej 
on the bill last year, and tie ini 
terim report just issued by Sey 
ators Charles W. Tobey (:: 


ley J 


H.) and Ernest W. McFarlan (p 


Ariz.). f 

a Typical of his comments w st 

manner in which he gently chide 

the independents for not cop 

vincing Congress “that the ove 

whelming majority of the radj 

stations in this country oppo 

super-power and clear-channe!l 9 

eration. ae 
“There is an important lesson fg «my 


all of you independent broadcas a 
ers in that hearing,” he asserted es.” 
“While 70 witnesses appeared 
person, a large percentage we 
representatives of those who fay 
ored clear-channel operation an 
super-power. Remember, please, 
he continued, “that only 24 stg 
tions in this country are on tha 
side of the fence, with 2,000 sta 
tions on your side, and yet the 
had most of the witnesses and p 
on most of the testimony. 

“They had engineers and law 
yers and elaborate and expensivé 
charts and tables and maps. Con 
gressmen and senators who havg 
not followed this conflict carefully 
would think from their well-oile@ 
demonstration that the great ma 
jority of the radio industry in thi 
country was on the side of th 
clear channel group.” 


Ss 


ws Echoing the Tobey-McFarlan 
report, Senator Johnson declared 
“It is my considered view that thi 
question of super-power operatio 
of clear-channel stations is a basid 
fundamental, policy question ¢ 
paramount importance not only t 
the United States broadcasting in 
dustry but actually to all of th 
people of the United States. 

“T hold that it transcends and 
far above a mere engineering d 
termination of what degree ¢ 
power should be used to operat 
a few radio stations. I hold tha 
any such fundamental policy ques 
tion can legally and properly | 
settled only by Congress and n 
by the quasi-judicial arm, the Fed 
eral Communications Commissio 
which Congress created to admin 
ister radio policies and radio law. 

“I have reintroduced my bill 
make it crystal clear that in this 
Congress, as in the last, I stan 
firmly for the principle of limiting 
power to 50,000 watts and <upli 
cating clear channels. Many 
Congress agree with me but W 
cannot win this battle alone.” 

Following his speech, the 13 
independent stations representeg 
approved the appointment of ‘ 
seven-man committee to secur 
favorable congressional cons) era 
tion of Sen. Johnson’s bill. 


To Ormsbee, Moore & Gilbert! 

The Oakville Co. division G 
Scovill Mfg. Co., Waterbury, ( 0n? = 
has appointed Ormsbee, Mo re # 

Gilbert, Milford, Conn., to | ire¢ 7 
the advertising of its notio: a” . 
stationery lines. k 
S} 
7 
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New Western Home Office of The Prudential Insurance Company of America covers two blocks on Wilshire Boulevard in Los Angeles. 
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It's the insurance center of the west | 


... America's third largest market! 


GET THE FACTS ON LOS ANGELES. . . NOW AVAILABLE 


The Research Department of The Times has completed 
a comprehensive survey of the Los Angeles mar- 
ket —including studies of population trends, 
sales analyses, buying habits, routes, etc. 
These valuable studies are outlined in 
the booklet “Los Angeles—City With- 
out Limits.” Write The Times today 
for your FREE copy. 


Cireulation—ABC Audit Report for twelve 
months ending September 30, 1948: 
Daily, 412,319: Sunday, 789,333. 


REPRESENTED BY 


) ANGELES TIMES 


CRESMER & WOODWARD, = NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


America is moving West... to stay! In 1947, sales of life insurance in 
California totaled $1,195,539,000—second only to New York. It is reliably 
estimated that over one-third of these sales were made to residents of 
Los Angeles County. This ability to purchase large amounts of life insur- 
ance is just one more indication of the wealth and buying power of the 
3,908,477 people who make up Los Angeles — now the third largest 
market in America. And to reach this great market effectively, more 
and more advertisers are using the Los Angeles Times — now with the 
largest home-delivered circulation of any newspaper west of Chicago! 
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Bannvart, Biow V. P., 
to Cecil & Presbrey 


New YorK—E. J. K. Bannvart, 
for 11 years with Biow Co. as a 
vice-president, last week joined 
Cecil & Presbrey as a vice-pres- 
ident. 

In a sense it was full turn of the 
wheel, because Mr. Bannvart had 
worked with James M. Cecil in 


PERSONAL ! 


i 
. The personal touch is the magic 
EB touch . .. in building up good will 
I and making contacts. Impress pres- 
1 ent and prospective customers per- 
sonally, with a gift of a MICRO- 
i LITE, the handsome miniature 
EB keychain flashlight. Imprinted with 
your name, it is the perfect good 
will builder and gift souvenir. 
' For promotional plan tailored to 
- your line . . . price list, sample, 
literature, write on your business 
+ letterhead to Dept. A-27. 
MICRO-LITE CO., INC. 
B44 West 18th Street, New York City 11 
eo oe oe ee eee ee ee es 


Baltimore a long time ago, when 
the agency was known as Cecil, 
Barreto & Cecil, and had Baltimore 
and Richmond offices. 

In the meantime he was an ex- 
ecutive of Blackett-Sample-Hum- 
mert, where he handled Procter & 
Gamble, a company he also con- 
tacted during his tenure at Biow 
Co. 

No accounts are involved in the 
change, Mr. Bannvart told AA. 


™l | Braniff Pomotes Gibson 


Ellen Gibson has been appointed 
assistant publicity director for the 
international and domestic sys- 
tems of Braniff International Air- 
ways, Dallas. For the past three 
years, Miss Gibson has been in the 
publicity section of Braniff’s de- 
partment of public relations. 


Union Starch Names Kastor 


Union Starch & Refining Co., 
Columbus, Ind., has named H 
Kastor & Sons Advertising Co., 
Chicago, to direct the advertising 
of its Pennant table syrups and 
Marshmal-o Creme. 


Colgate to Promote 
$100,000 Contest 
in 500 Newspapers 


Jersey City, N. J.—The 1949 
gold rush is on, at least for Col- 
gate-Palmolive-Peet. Co., which is 
launching a $100,000 ’49 Gold Rush 
contest this month in approxi- 
mately 500 newspapers through- 
out the country. 

Forty-Nine is the theme all the 
way through the gigantic contest, 
with first prize $49,000, second 
$4,900 and 4,949 other cash prizes. 

The contest, ending 4/9/49, will 
promote all Colgate soap products. 
Entrants must send in a statement 
of 25 words or less on why they 
like one of these products, along 
with a box top or wrapper from 
any one of them. 


W.| = In addition to local newspaper 


ads, Colgate will announce the con- 
test beginning Feb. 13 in the First 
Three. Markets Group and The 
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Anierican Weekly, Family Circle, 
This Week and Woman’s Day. 
William Esty & Co., New York, is 
handling the advertising. 

Colgate is also offering dealers 
more than $7,000 in cash prizes for 
the best 100 words or less on the 
subject: “Here’s what I did to pro- 
mote Colgate’s ’49 Gold Rush con- 
test in my store.” 


‘American Girl’ and ‘Field 
& Stream’ Err in Figures 


American Girl and Field & 
Stream erred in submitting their 
advertising linage figures for the 
annual tabulation which appeared 
in AA Jan. 24. American Girl 
supplied its January figures in- 
stead of the total for 1948. Its ad- 
vertising volume for 1948 was 188 
pages, or 80,668 lines, while its 
1947 volume was 159.9 pages, or 
68,632 lines. 

Field & Stream erred in report- 
ing its January, 1948, linage as 
24,451, whereas the actual figure 
for that month was 16,444. For 
January of this year, Field & 
Stream linage was 16,838, or 39.2 
pages. 


“Gosh, did I send = that? Maybe I have been working 


Pa 


too hard since they made me space buyer!” 


OTHER STRICTLY NON-ROMANTIC FACTS: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc, ‘ 


_| Pulse reports. 


Spink Succeed: 
Odell at Fawce 
in Quick Switcl 


New Yorx—Shepard Spink why, 
announced his “retiremen'’ ; 
November as advertising di: ecto 
of Life, last week moved ito 
new job—advertising director g 
Fawcett Publications. 

He succeeded Elliott Odell wh 
has been advertising direct. fg 
Fawcett for 
the past 11 
years. Mr. 
Odell joined 
Fawcettin 
1937, after six 
years with 
Topics Pub- 
lishing Co., 
where he was 
publica- 
tion manager 
for Drug Trade 
News and Food 
Field Reporter. Shepard Spink 
Earlier, Mr. Odell was with Needle 
craft. 

Mr. Spink, who was advertising 
director of Life from 1943 until hij 
retirement in 1948, was a Time 
Inc., veteran who joined the com! 
pany in 1933. When he resigne 
from Life at 48, Howard Black’ 
vice-president in charge of all 
sales for Time, Inc., told AA that 
Mr. Spink was not ill but had been 
“very tired for two years.” He was 
not expected to remain out of bus 
iness permanently. 


Pulse Gives NBC 
Night Lead in “48, 


No Daytime Placers 


New York—Jack Benny, Arthu 
Godfrey and “The Shadow” weré 
the listeners’ choices in 1948 


oy x ae P 


These were the nighttime, day 
time and Saturday-Sunday day 
time leaders in the yearly aver 
ages of Pulse ratings coverin 
New York, Chicago, Philadelphis 
Boston and Cincinnati. 

Evening favorites were: 
Jack Benny (NBC), Lucky Strike 
Lux Theater (CBS) 
Charlie McCarthy (NBC), Standard 

Brandis ............ ee 
Fred Allen (NBC), Ford Dealers .......... 
Harris and Faye (NBC), Rexall 
Fibber & Molly (NBC), 

Johnson's Wax 
Bob Hope (NBC), Swan 
Amos 'n’ Andy (CBS), a 
Walter Winchell (ABC), Jergens _— 
Godfrey’s Talent Scouts (CBS), 

Lipton’s. tea ; 


Five-a-week daytime leaders: 
Arthur Godfrey (CRP. Nd Seal, ; 
National Biscuit esterfield . 8.8 
Breakfast Club (ABC), General ‘Mills, 
|, ee ea 
Grand Slam (CBS), Continental 
Baking 
Big Sister (CBS), Ivory 
Helen Trent (CBS), Whitehall ..... 
Rosemary (CBS), Ivory 
Ma Perkins (CBS), Oxydol . " 
Our Gal Sunday (CBS), Anacin er 
Guiding Light (CBS), Duz 
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Weeey, Warren ACBS), General 
Aunt ta 6 

The Saturday-Sunday da) \imé | Se 
list: bany. ¢ 
The Shadow (Mutual), Delaware - ys 


wanna & Western Coal 
Quick As a Flash (Mutual), “Helbro 
Watches 


Stars over Hollywood (CBS), li 
PADDR: . cxntirnintinricensineammrciumnsenies ules 
Theater of Today (CBS), Armstron 
Let’s Pretend (CBS), Cream 1 
Ge TRING secsccstsccssceccseecicoccseccvccsssesecseses p 
True Detective (Mutual), rs 
oY eee eee 6 \b 
Grand Central Station (CBS), 63 
SP” crcasennqevesesernmneescncepenesccncnveossses ¢ 
Junior Miss (CBS), Lever ...........- . sale 
Counterspy (ABC), Schutter Cand) 
House of Mystery (Mutual), an : 
0  —D., _ aEEEeeee 9 hus 
NBC Admits Waxed Shov: [2 ilies 
National Broadcasting Co. Ve, . : 
York, last week scuttled its (0"§ pe 
standing rule against trans« >¢ e ord | 


broadcasts. NBC’s announce ‘°" 
merely confirmed what trad: ©!’ t is 
cles had expected for se °' 


months and was believed to wth 
direct result of the whol 2 

exit of the network’s stay ‘@., led 
CBS. p 
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)y time 
xan y, of Cullman, Alabama, sells electrical _ electrified farms—42.5% of all the electrified 
7 Pqu pment, appliances and plumbing to farm farms in the U.S., according to Electrical 
i‘W#an lies and specializes in nationally-adver- Merchandising’s January estimate. During 
stittise | products. the next five years, Southern farm families 
ys 'b started his business in 1940. Today will spend $864,186,673 for electrical equip- 
“hi ales total more than $350,000 per year. | ment, appliances and plumbing. 
. hus one Southern dealer, serving farm For the latest facts and figures on this vast, 
-s [#2 ilies in one rural community, builds a new, up-and-coming market—and for Bob 
ee oo sperous and successful business. And his _—_ Schaeffer’s story told in his own words—send 
_ Sage ord is not unusual. for your free copy of the 28-page booklet, 
‘Sal (tis a typical result of the phenomenal THe RuraL SoutH 1s WIRED FOR SALES. 
aa! owth of rural electrification in the South § Write on your business letterhead to The Pro- Advertising Offices: BIRMINGHAM, RALEIGH 
rt MEMPHIS, DALLAS, NEW YORK, CHICAGO 
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50!) Schaeffer’s Home Improvement Com- 


0 pled with intensive sales effort. 


‘? Pays 
FOR 17S€ig 


The 14 Southern states now have 1,813,175 


gressive Farmer, Birmingham 2, Alabama. 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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‘he New SUNDAY Editon of 
the PITTSBURGH POST-GAZETTE 


UNCLE WILLIE, WILL | START 
GETTING TIME 'N' AHALF ON 


MARCH 27, WHEN | START 
TO WORK IN... 
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Hotel Publication 
to Sponsor Summer 
Atlantic City Fair 


New YorkK—Visitors to the At- 
lantic City boardwalk during a 
ten-week period this summer will 
find a bevy of signs directing them 
to the Ambassador Hotel Board- 
walk Fair, Kirkeby Hotels’ new- 
est promotion device. 

Sponsored by Hotel Publica- 
tions, Inc., publisher of Kirkeby 
Hotels Magazine, the fair will con- 
sist of more than 40 booths and 
lobby floor space for the display 
of products manufactured by ad- 
vertisers using the magazine. 

The fair, which opens onto the 
boardwalk, is designed to attract 
the estimated 5,000,000 people who 
will pass the Ambassador Hotel 
during the period from June 25 to 
Sept. 11. 

Booth space is available without 
extra charge to advertisers who 
sign for three full pages in the 
Boardwalk Fair section of Kirkeby 


, 


Hotels Magazine in the July, 
August and September issues (at 
the customary tariff of $428 per 
page). Direct sales at the booths 
are permitted. 

Detailed information on the un- 
usual media promotion is available 
from the publication at 65 W. 54th 
St., New York 19. 


KPO] Adds Tillson and Fay 


Kenneth Tillson has discontin- 
ued his company, Radio Script 
Service, Portland, Ore., to be con- 
tinuity director of Station KPOJ, 
Portland. He was formerly head of 
the radio department of the Port- 
land office of Mac Wilkins, Cole & 
Weber, and before that was con- 
tinuity chief of KGW, Portland. 
Howard Fay, formerly in the Port- 
land office of Foote, Cone & Beld- 
ing, has joined the advertising 
sales department of KPOJ. 


Gets Hotel Account 


Sir Francis Drake Hotel, San 
Francisco, has appointed DiMarco- 
von Loewenfeldt Associates, San 
Francisco, to handle its public 
relations and advertising. 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


B 0 7 San Franciscans prefer The San Francisco 
Call-Bulletin. Among the four dailies, The Call-Bulletin 
has the largest circulation in the city of San Francisco. 


119,448 San Francisco Families 


ree 
Se ee 


Prefer The 


4 
, 


Call - Bulletin 


OTH ERS who prefer the Call-Bulletin: 


DISPLAY ADVERTISERS 
The Call-Bulletin leads the dailies in 


RETAIL ADVERTISERS 
Top San Francisco daily in Retail linage is The Call-Bulletin. 


DEPARTMENT STORE ADVERTISERS 
The Call-Bulletin again is first in this important classification. 


GENERAL ADVERTISERS 
The Call-Bulletin is first among the dailies in General linage. 


MOLONEY, REGAN & SCHMITT 


Naturally! They’re our national Reps. Call ‘em for more data. 


THE SAN FRANCISCO CALL-BULLETIN 


Total Display linage. 


Advertising Age, February 7, | 949 


Berle Heads TV Lis: 
in N. Y. and Philly; 
Gives Chicago List 


_New YorKk—Texaco’s Star " he. 
ater was the viewers’ favorit jy 
New York and Philadelphia yr. 
ing January, Pulse, Inc., repo: 's 

WGN-TV’s wrestling was the 
top ranking program in Chic igo 
where Milton Berle was not of. 
fered during the first wee} j, 


January. 

New York’s list: 

Texaco Star Theater (WNBT) ......... 69.3 
Godfrey’s Talent Scouts 

(WCBS-TV), Lipton’s 2.0... 43.3 
We, the People (WCBS-TV), 

EOS RS A 36.7 
College Basketbail (WCBS-TV) 

GARTTEIED ~ cczcocishrarecneccecsinpatestineteasnienoostistecesen. 95.3 
Kraft Theater (WNBT) _ ......:c0ccc0.. 34.7 
Toast of the Town (WCBS-TV), 

EO 33.3 
Winner Take All (WCBS-TV), 

Chevrolet 80,7 
Amateur Hour (WABD), 

Old Gold ‘ + QQ.3 
Boxing (WNBT), Gillette ...........00.. 28.7 
Phil Silvers (WNBT), Arrow ................ 28.7 

Philadelphia’s list: 

Texaco Star Theater (WPTZ) .............. 64.0 
Godfrey's Talent Scouts 

(WCAU-TV), Liptom’s .....ccccccccccnen. 62.0 
We, the People (WCAU-TV), 

COU. ccttiene 52.0 
Break the Bank (WFIL-TV), 

pr Res 52.0 
Toast of the Town (WCAU-TV), 

NE RRS SL EF a 49.0 
Boxing (WPTZ), Gillette ..................... 49.0 
Mummers Parade (3 stations) ............... 46.0 
Amateur Hour (WFIL-TV), 

Ce BR Fe sk oo Oe 44.0 
Phil Silvers (WPTZ), Arrow ................. 43.0 
Gay 90’s Revue (WFIL-TV) .................... 42.0 

The Chicago list: 

Wrestling (WGN-TV) 

Atlantic Brewing Co. ..cccccccccccccccceesceee 47.0 
Super Circus (WE R-TV) | 

Sustainer ............. 39.0 
Film House (WBEKB) o....c.cccccccccscccssecseseess 36.0 
Vaudeo Vestas WENR. TV) 

Sustain 36.0 
Film- eney VIII (WGN-TV) 

Sustainer .............0.++. 36.0 


Wrestling (WENR-TV) Sustainer ......... 35.0 
Hockey (WBKB) Nash 


Distributors oe B40 
a, my shedeenenand eneunmsed 
Phileo "Ptashows CA 
Feature Film (WENR-TV), 
"eee 30.0 
Film-Borrowed Hero (WBRB) 
Sustainer 30.0 


Jack Benny Leads 
Hooper Parade 


New YorkK—After two weeks in 
the second spot, Jack Benny moved 
back into first place on the latest 
Hooper report, with a rating of 
28.9 for his Lucky Strike show on 
CBS. 

His favorite subject matter for 
jokes, Fred Allen, first a year ago 
with 28.7, continues badly out- 
pointed by ABC’s “Stop the Mu- 
sic.” Mr. Allen and the Ford deal- 
ers scored 11.2 (NBC) against 20.0 
for the giveaway, which is shared 
by Smith Bros., Eversharp, Spei- 
del and Old Gold. 


The list: 
Jom Pad (CBS), Lucky Strike, as 
Radio ) Theater (GBS), Lux, JWT am "28.6 


Fibber & Molly (NBC), Johnson's _ 
Wax, Needham, Louis & Brorby ..... 26.9 
Walter Winchell (ABC), Kaiser- 
i. ae 26.8 
Bob Hope (NBC), Swan, Y&R ............. 23.8 
Godfrey’s Talent Scouts, (CBS), 
Lipton’s, Y&R 
My Friend Irma (CBS), 
Pepsodent, FC&B 
as «Nad Andy (CBS), Rinso, 


R& 
Stop the Music (ABC), Eversharp 


(Biow), Old Gold (L&M), Speide! 

(C&P), Smith Bros. (SSC&B) seibieetinee 20.0 
People Are Funny (NBC), 

aaa EE 19.1 
Big Town (NBC), Lever, SSC&B ........ 17.7 
Dennis Day (NBC), Colgate, Bates ......!7.’ 
Mr. D. A. (NBC), Bristol- 

Myers, DC&S 17.6 
Duffy’s "Tavern (NBC), Bristol- 

pa ie a ie a 17.3 
Crime Photographer (CBS), 

Toni, FC&B . 16.8 


Average evening sets-in-use of 
35.7 is up 1.9 from the last report, 
and 0.7 from a year ago. Aver'g¢ 
rating of 11.0 is up 0.5 from ast 
report, down 0.4 from a year af. 


Brown to Screenland Unit 

Ken Brown, formerly east. ™ 
representative of Industrial P - 
lishing, Cleveland, has been nar eé 
promotion manager of the Scre ‘1 
land Unit, New York. 
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Of the ten top-rating 


television shows... 


five are produced by 


Young & Rubicam. 


Hooper Press Release, Jan. 25, 1949 


YOUNG & RUBICAM, INC. apvenrtisinc 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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Bo gsiak 


Elects Delo Mook 

Delo E. Mook, business and legal 
adviser, has been elected a direc- 
tor and chairman of the board of 
Emerson H. Mook, Inc., Dayton 
advertising counsel. 


Industrial Surveys to Move 

The international headquarters 
of Industrial Surveys Co. will 
move, about April 1, to the Man- 
del-Lear building, 425 N. Mich- 
igan Ave., Chicago. 


Middleton Joins KMOX 

Warren Middleton, who has been 
assistant promotion manager of 
WLS, Chicago, has been appointed 
promotion manager of KMOX, St. 
Louis, effective Feb. 14. 


Martin Appoints Gardner 

Martin Fabrics Corp., New York, 
manufacturer of velvets, ribbons 
and fabrics, has appointed Fred 
Gardner Co., New York, to handle 
its advertising. 


Sealtest Uses Radio 
and Dailies to Push 
Ice Cream Eclairs 


Cuicaco—National Dairy Prod- 
ucts Co. last week opened a radio 
and newspaper drive for its new 
Sealtest ice cream eclairs, with 
copy ranging from 360 to 1,000 
lines in metropolitan and suburban 
markets east of Omaha. 

The campaign was preceded by 
local trade publication announce- 
ments in selected markets, and will 
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New Contract End. 
Printers’ Strike 
at ‘Hammond Tim« s' 


Cuicaco—For the first im, 
since Nov. 26, 1947, the Ham) ong 
Times will soon “reconvert 1, 
regular type-set editions, follo \ ing 
agreement on a one-year con rac; 
offering striking printers a $1 59. 
a-week wage increase. 

W. J. Harrigan, business ; ,ap. 
ager of the Hammond after joo 
daily, said last week that it prob. 


‘ be supported by dealer ads in east é Sym § | ably would take two weeks to 
‘ regional and national food publi-| |" sees=.= f ollie, N swing over to linotype setting anq 
ny oN (7 3 printing processes in use before 


the 68 members of the Chicago 
Typographical Union, Local 16 
went on strike. The Times had 
been printing regular editions with 
Varityping and photoengraving 
processes. } 


In addition, the consumer phase or ten eon your Paverite Sealtest Becler'st 
of the drive will include a series 


of commercials on the company’s| ‘CE CREAM ECLAIRS—Typical of the in- 


troductory newspaper ads boosting the 
new Sealtest ice cream ecloirs is this 
1,000-line copy which ran last week in 
midwestern dailies. Unusual aspect of the 
promotion was the use of two 28-line 
teaser ads in the same issue as the an- 
nouncement copy. 


es The contract, providing a day- 
time scale of $98 and $103.50 fo; 
nighttime work in a 36%-hour 
week, won the necessary approval 
of the local’s membership by an 
849 to 254 vote. Union members 
turned aside recommendations of 
John J. Pilch, local president, and 
Joseph Rhoden, Chicago scale com- 
mittee chairman, that the newly- 


variety show on Thursdays (NBC, 
9:30 p.m., EST), and a heavy 
point-of-sale promotion. 

Typical of Sealtest’s biggest 
push for an ice cream product 
since the war is the Chicago cam- 
paign. A 1,000-line ad in the Chi- 


. : . tiated contract be rejected 
cago Tribune last week kicked off ee : 
ie the promotion, and will be fol-| Rhoden later resigned the com- 
lowed by insertions in the Hereld- Under the new pact, the Times 
r American and News this week. The wat 4 t 4 ‘1 h 
company added a touch of the un-| freed, fo rerore loge, sh 
. usual by running 28-line teaser nesta tew-tee Taft-Hartley law 
ads in the same issue as the first}. Phy : 
; é ‘WwW a B dietiha song. x if the statute is repealed or if such 
} ort d oost _ Although coordinated by Na- a + err cela ea by the 
| : tional ‘Dairy, copy was placed by CTU members have been on a 
‘ b s +h T R ‘ the individual Sealtest companies. similar strike against Chicago's 
: five dailies since Nov. 24, ‘47. 
0 e op 00S Offers Split-Run Program Negotiations are continuing with 
Effective Feb. 24, the Chicago|the Chicago Newspaper Publishers 
Tribune will offer advertisers| Association, but little progress 
: on our weekday zone circulation in Chi-| has been indicated. 
cago and suburbs. Circulation in 
any one of three zones—North, 
. wt pr 4 er vas sae oe WNOE's Owner Not Joe 
or ie. | west and South-—wi available; In the Jan. 31 issue of Apvertis- 
La F arm Magazine any Thursday at adjusted rates.|1vc Ace, the former governor of 
; “ Localized news coverage for each| Louisiana was incorrectly identi- 
. area will be featured on the zoned | fied as James A. Joe instead of 
. 33 pages. For the past 22 years, the|/ James A. Noe. Mr. Noe is the 
ist Tribune has offered such a pro-| owner of Station WNOE, New 
| gram in its Sunday metropolitan | Orleans. 
y Chicago neighborhood sections. 
Giroux Names Lee-Murray 
says Mackay Agency Moves Lee-Murray Advertising, New 
" Wallace Mackay Co., Seattle| York, has been retained to handle 
Billi : Bidd st agency, moved on Feb. 1 to larger| the advertising af Giroux Co. 
’ | ionair e ! y ATE FARM han quarters in the Central building.| maker of Giroux grenadine syrup. 
Farm women are active partners in the $3,000,000,000 poultry 
. industry. That's why they read Poultry Tribune from cover 
of to cover. If you want proof, try offering a catalog, booklet or 
| anything else in your copy on ranges, refrigerators, home freez 
Bee. ers, washers, radios, or other home appliances. You'll see why HERI 
' . . . . 4 
Poultry Tribune, with its half mil- mail 
: lion responsive farm families, is that sh 
ae worth a “boost to the top roost” La, rye 4 adverti 
fy on your Farm Magazine List. ——— on mag 
represe 


Watt Publishing Company, 


Mount Morris, Illinois. Fifth A 


TRIBUNE 


America’: |t nding Spectalired FARM MASATINE 


“ It’s smart ‘to start 
your FARM LIST with. 
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DVERTIS- 


HERE’S THE BOX SCORE for 
magazine advertisers for 1949... figures 
that show what you actually get for your 
advertising dollar. For complete details 
on Magazine audiences, ask your LOOK 
representative or write to LOOK, 511 
Fiith Avenue, New York City. 


How many 
hermits 
do you sell? 


Once upon a time there was a hermit. 
Twice a year he came out of his cave. Each time 
he bought a copy of “The Hermit’s Weekly.” 

On wintry evenings, in the fastness of his 
lonely cave, he pored over his copy of the magazine. 
He was the only one who ever saw it. 

This is one of the rare authenticated 
instances where a copy of a magazine 
was read by only one person. 

Fortunately for advertisers the hermit population 
of America is relatively small. People live in 
families. Families live in communities. 

And the number of readers of any magazine 
is determined not only by its actual circulation, 
but by the breadth of its interest 

and the vigor of its editorial content. 

That’s why every issue of LOOK is read 
by 17,439,000 people — the second largest 


magazine audience in America. 


See onion yn mes rat sna 
LOOK. 17,439,000 11,998,000 $ 8,445 
Life 27,572,000 20,513,000 16,600 
Post 15,702,000 11,792,000 11,200 
Collier’s 10,341,000 7,539,000 8,000 


7,439,000 readers every issue 


America’s second largest magazine audience 


PEOPLE * PURPOSE * POWER 
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“Agency Clashes With Client” 


See Story Page 28 
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Is Price Cutting Now a ‘Menace’? 


The trade press is beginning to 
report a good deal of price cutting, 
or threats of price cuts. Almost al- 
ways price cutting is referred to as 
a “menace,” and discussions in the 
trade usually revolve around the 
question of how to stop such re- 
ductions. 

It seems to us that this is the 
sort of mental attitude which 
might well be reviewed, without 
prejudice, at this time. Is price 
cutting, under existing conditions, 
a “menace,” or is it normal, reason- 
able and good sense? 

Of course, the kind of panicky 
operation which leads to ridiculous 
price cuts because some merchan- 
diser or manufacturer is scared 
and is determined to turn his in- 
ventory into cash on almost any 
terms, is bad. So is price cutting 
of the I’ll-show-the-soansos type, 
which usually results in a race, 
with first one and then the other 
attempting to undercut until the 
bottom literally drops out. 

But a good many merchandisers 
and economists and business men 
are beginning to wonder if price 
adjustment, on an orderly, sensible 
basis, might not be precisely what 
is needed now, to keep business ac- 
tivity on a high plane and to pre- 
vent disorganized, panicky price 
slashes later. 

Retailers in particular seem to 


agree that wherever “soft spots” 
have developed in the market, they 
are attributable wholly, or very 
nearly wholly, to price resistance. 
It is no isolated experience to hear 
a retailer say that the public is 
“bargain conscious” now, and that 
an offer of good merchandise at 
what seems like an attractive price 
will still attract buyers in very 
large quantities. 

It may well be that a more care- 
ful study of the pricing situation, 
and a more realistic approach to 
the times, is in order. Many items 
are still over-priced, such as soap, 
and in this field the result has been 
a horrible rash of coupon offers, 
instead of a straight price reduc- 
tion. Similar attempts to maintain 
artificially high levels have been 
noted in other fields. 

The public does not expect the 
bottom to fall out of prices. It does 
feel that existing prices are too 
high in many respects. Under these 
circumstances, a modest decline in 
the price level—if it is handled so 
that the new prices give indication 
of being firm prices, which will not 
further decline next week—might 
be all that is necessary to start 
another buying surge with con- 
sumer backing, rather than reluc- 
tant buying by a public which has 
the general feeling that it isn’t 
getting its money’s worth. 


Advertising and Editorial Direction 


The London correspondent of Ap- 
VERTISING AGE advises us that the 
British government’s report to Par- 
liament on its advertising pro- 
gram in British newspapers crea- 
ted a good deal of heated debate, 
mostly due to the fact that var- 
ious government departments spent 
£7,400 in 1947-48, and will spend 
£4,000 in 1948-49, on advertising 
in the Daily Worker, Communist 
newspaper. 

A Socialist member wanted this 
advertising stopped immediately, 
“on the moral grounds that we 
should not pay money to a totali- 
tarian newspaper and on the prac- 
tical grounds that it is silly to pay 
money to a newspaper which at- 
tacks government policy and spon- 
sors others.” 

Chancellor of the Exchequer Sir 
Stafford Cripps replied: “We do 


not regard it as subsidizing but as 
paying for a certain value. I think 
it would be highly undesirable for 
any government of a particular 
political color to say it refuses to 
spend money in newspapers of an- 
other political color.” 

The problem, fortunately, does 
not arise to any great degree in 
this country, but the point at is- 
sue is nevertheless important. Ad- 
vertising dollars, whether spent by 
a government or a private com- 
pany, ought to be invested on the 
basis of making the best adver- 
tising buy. 

Any other basis for selecting ad- 
vertising media, no matter how 
logical or sensible it may seem in 
any particular case or at any par- 
ticular moment, is dangerous not 
only to advertising but to the en- 
tire concept of a free press. 
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—Lichty, Chicago Sun-Times 


“When you guaranteed this vacuum cleaner to be foolproof you underestimated my 
husband .. . “ 


Rich, Rich Prose 


Some time ago someone in 
Samuel Goldwyn’s organization 
thought it would be a good idea 
to have some writers for women’s 
magazines knock out their re- 
actions to one of his pictures. At 
that time, we noted one of the ef- 
fusions, and commented that no 
good copy chief would have passed 
it. 


Comes now Goldwyn again, 
using the same technique. In 
Good Housekeeping appeared Fan- 
nie Hurst’s commercial, which 
certainly is flossy enough to be 
included in if Mr. Goldwyn ever 
publishes a brochure of what lit- 
erati produce when they are 
traduced into the copywriter’s 
crib. 

“If ENCHANTMENT were no 
more than a lacy valentine of a 
romance,” Miss Hurst begins, “it 
would be a best of its kind. But 
it is more.” 

“A tender love story, tenderly 
told and interpreted, takes on a 
third dimension, and proceeds to 
relate, in terms of the human spirit 
and delicate charm, the reasons 
why so many of us walk through 
life with nostalgias we do not un- 
derstand.” 

“For ninety-nine years,” she 
writes a little farther on, “the 
Dane family has lived its mortal 
lives, and died its mortal deaths 
in a solemn-owl of a highly re- 
spectable London house. Genera- 
tions of Dane footsteps have run 
its stairs, fitted keys into its locks, 
moved through its hallways, pat- 
tered along its nursery floors. 
Men, women, wives, lovers, sol- 
diers, maidens, babies, have died 
there. But have they?” 

We can’t answer that question 
off-hand, but in a house where 
footsteps fit keys into locks, al- 
most anything seems possible. 

Miss Hurst writes much later 
in this commercial epic: “Life 
perpetuating itself is the theme of 
ENCHANTMENT which attempts 
to answer the immemorial ques- 
tion which brings vague nostalgias 
to the human heart: ‘It seems to 
me I have been here before. But 
when? Strange, but I seem to 
have been in this same situation 
before. But when...’ ” 

We can answer that question. 
We were in this same situation in 


the issue of March 10, 1947, the 
picture was “The Yearling,” which 
a writer named John Fante had 
sparingly praised as “this jewel of 
a motion picture, this unspeak- 
ably moving film...,’ and the 
producer was Samuel Goldwyn. 
This strikes us as the species 
of vague nostalgia on which an 
acute copy chief and a reliable 
blue pencil could work wonders. 


Lunar Tick 


We have just been advised that 
Movado Watch Agency has de- 
veloped a Calendermeto Watch, 
which—in addition to being un- 
pronounceable—records hours, 
minutes, day and month. Further, 
it gives its lucky wearer the phase 
of the moon. 

Imagine what this means. No 
longer will a quick answer to a 
request for the time o’ day be 
possible. 

“10:07, January 27, Tuesday, 
moon in the second quarter.” 

There’s an answer to stop an 
eight-day questioner. 

Movado, all lazy readers will 
remember, was a pioneer in the 
non-winding watch. The Calender- 
meto (which sounds more like a 
diet each time we write it) comes 
in a case. The opening of the 
case, and closing it, winds the 
watch. 

The case comes covered with 
pigskin, lizard or brown alligator. 
And swathed in moonbeams, we 


hope. 


Good Ol’ Days 

Readers of the New York Herald 
Tribune were pleased to read in 
the “One Hundred Years Ago in 
the New York Tribune” column 
this ad: 

“WANTED—A person having 
$500 cash would like to buy out 
some light, genteel business where 
not over that amount of cash 
would be required. Address a line 
to H. L. at this office. stating what 
business and amount of stock.” 


Jottings 

KIXL, 1,000-watt daytime .Dal- 
las station owned by Lee (“Dr. I. 
Q.”) Segall had a hoopla Hooper 
for several hours Jan. 28 when 
an ice storm knocked the other 
six Dallas stations off the air... 


Rough Proofs | 
él 
A young copywriter Says he 

wants to work for an agency ‘ ‘hat 

promotes on the basis of ab lity 
and not relatives.” 

But it would help if he could 
locate an uncle with an adve tis. 
ing account. 


Hollywood picture makers’ i:jeas 
of a reasonable cost for television 
films, AA reports, are from three 
to six times those of advertisers 
and agencies. 

Isn’t anybody interested in “ars 
gratia artis?” 


The kids are hoping that the 
trend toward simultaneous broad- 
casting of AM and television pro- 
grams will ultimately extend to 
General Mills and the Lone 
Ranger. 


Dr. Colston Warne, of Consum- 
ers’ Union, blames advertising fo: 
“retarding thrift.” It’s a wonder- 
ful word, but it hasn’t been in the 
national vocabulary since 1933. 


Bob Ripley’s attention is invited 
to the copywriter who is adver- 
tising for a new job because al 
the present one can offer is more 
money. 


Electric blanket manufacturers 
admit that sales have been dis- 
appointing, and perhaps they will 
have to start a drive against mar- 
ried couples sleeping in double 
beds. 


Bob Elson is going to operate a 
new television show for Paris belts 
and suspenders called “Identify.” 
The viewers will try to identify 
the ultra-conservative who feels 
that he must wear both. 


The New York Star explains the 
necessity for its suspension as lack 
of funds. Funny how a little thing 
like money can interfere with s0 
many important activities. 


“Auto makers foresee colossal 
ad year,” headlines the worlds 
greatest advertising journal. 

They may even get to the point 
of having their dealers’ salesmen 
call on prospects. 


Artists »nearly always depict 
strong, virile he-men of the out- 
doors smoking pipes, but Fie!d & 
Stream reports that 55.8% o! its 
readers go for cigarets. 

Come on, Prince Albert, do you! 
stuff. 


Fred Allen thinks television h@ 
been a great boon for vaude illé 
actors, but viewers insist that the 
wrestlers have a good hold o1 ' 
too. 


“All male eyes follow yo: ™ 
nylons of note by Holeproof.” 

With or without the ai o 
Holeproof, male eyes, like th¢ 
little bird, will continue to fl! 
from limb to limb. 
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‘re ory STON, DEL, 
| PUlation 240,410 


Half the Philadelphia market 
lives OUTSIDE the city limits! 


Make sure you’re on the right route to success 


in The PHILADELPHIA MARKET. 


For this market is twice as big as the city itself. 
In the 13 surrounding counties—in scores of 


prosperous cities and towns—live most of the 


Compare these ‘‘Up-to-Date Figures” — 


NOT JUST THE "HUB" — BUT 
THE WHOLE RICH MARKET! 


DALY SUNDAY 


INQUIRER INQUIRER 
% OF FAMILY COVERAGE 


ne i ¢ 77.8 86.5 
nen 4,000,000 persons who make up this vast ] ] rd 
‘ : 75.0 87.7 
market area. win aoe ned 
. wera bE 65.5 82.1 
“s And as the chart proves... to reach all these in 58.7 75.2 
buyers... to sell them... you need the pro- 
1 WITHIN 
a ductivity of THE INQUIRER. so maes 
os NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
the : 
Ch il} hilad elphia An wirer 
in g 


Exclusive Advertising Representatives : 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 « 448 S, Hill St., Los Angeles, Michigan 0578 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
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Frank Resigns BMB Post 


Philip Frank, executive secre- 
tary of Broadcast Measurement 
Bureau since January, 1946, has 
resigned. Anne Slattery, formerly 
assistant to Mr. who was 


Frank, 
with ABC before joining BMB,!|& Co 


was named acting director of news 
relations. Cort Langley, assistant 
to the president of the bureau, will 
take over Mr. Frank’s adminis- 
trative duties. 


RABBIT i COLOR PRINTS 


fers soda dom sy a is- 
rave, ote. Full color focsiniies from veer 
color layouts, p s paintings—or o- 
coeomes. Ten ‘dete ates minimum order. 
16x20" largest 


Thomas B. Noble Associates 
270 Park Avenue, 4.Y.C. 17, MUrrey Hill 8-009! 


Doner Names Zimmerman 


Mrs. M. A. Zimmerman, for- 
merly head of her own advertising 
agency, Winston-Cooper & Co., 
has been named account executive 
in the Detroit office of W. B. Doner 


Lewin Appoints Gulick 

Richard N. Gulick, with Charles 
Dallas Reach Co. for 12 years, has 
been appointed vice-president and 
account executive of A. W. Le 
Co., New York agency. 


WIRL Appoints Gavin 


Tom Gavin, formerly with Sta- 
tions WEBC and WREX, Duluth, 
has been appointed commercial 
manager of Station WIRL, Peoria, 
eh, 


SAVE 50% pariion con 


on surveys, questionnaires, ports 
lists, price lists, directories, bulle- 
tins, service manvols. 


ACCURATE COMPOSITION SERVICE 


Won ee ee 


1. Vari-Typer DSJ 
2. 1BM Proportional 


Ford Motor Forms 
International Firm 
To Aid Affiliates 

New Yorx—Henry Ford II, 
president of Ford Motor Co., has 
announced formation of Ford In- 
ternational Co. to aid and coordi- 
nate the work of international af- 
filiates. 

Ford International, it was ex- 
plained, will have no stock inter- 
est in any of the 36 overseas sub- 
sidiaries, branches or associated 
companies, and the interest of 
Ford Motor in these operations 
will continue. 

Graeme K. Howard, who joined 
Ford Motor as a consultant in 
January, 1948, is president of the 
new company. Its directors in- 
clude Henry II and Benson Ford, 
E. R. Breech, executive vice-pres- 
ident, and several other vice-pres- 
idents of Ford Motor, Dearborn, 
Mich. 

Headquarters of the new com- 
pany will be at 445 Park Ave., 


New York. 

The company is intended, Mr. 
Ford said, “to help our affiliated 
enterprises...to improve their 
products, increase their distribu- 
tion, keep their methods modern, 
and meet financial, supply, ex- 
change, engineering, manufactur- 
ing, sales and human Telations 
problems.” 


NRDGA Issues ‘Buyer's Manual’ 


The 1949 edition of “The Buyer’s 
Manual” has just been published 
by the merchandising division of 
the National Retail Dry Goods 
Association, New York. Twenty- 
eight retailers have contributed 
chapters to the edition, which is 
available to NRDGA members for 
$535 and to non-members for 

.25. 


Dorland Names Halperin 


Shirley Polykoff Halperin, for- 
merly copy chief and fashion di- 
rector of Frederick Clinton Adver- 
tising and Peck Advertising 
Agency, has been named merchan- 
dise director of Dorland, Inc., 
New York. 


It takes a lot to win such overwhelming pre- 
ference in the minds of men who know best the 
buying and reading habits of the worthwhile 


hardware trade. 


Hardware Age has much to offer . . . 


Hardware Age presents the largest effec- 
tive audience in the field. Every other 
Thursday, 33,500 copies penetrate to the 
very grass roots of the hardware market 
with at least one merchant subscriber in 
each of 8,821 cities and towns. 


Hardware Age presents the only wholly | 
voluntary, prepaid circulation among na- 


80% more manufacturers advertise 
in Hardware Age than in any other 
national hardware paper? 


tional hardware publications—sure proof 
of tremendous reader interest. 


Hardware Age circulation breakdown fol- 
lows the pattern of hardware distribution 
so closely — both geographically and by 
community size groups — that it can well 
be used as the index of hardware sales 
volume anywhere in the nation. 


Yes, Hardware Age has earned its leadership 
by offering so much. That’s why more advertis- 
ers use Hardware Age than any other national 
hardware paper — and they place 2-1/3 times 
as many pages in Hardware Age. 


HARDWARE AGE 


00 EAST 42nd STREET — 


MAIN 


© NEW YORK 17, N.Y. Seah is 7 
ENTRANCE TO ‘THE GREAT HARDWARE MARKET. F 


iE Cade 
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American Buslines 
Renews Sweepstak 2s 
Via Dailies, Radio 


Cuicaco—With bigger and | >t- 
ter prizes this year, Ameri an 
Buslines is repeating its jin; |e. 
rhyming “American Sweepstak °s” 
and is promoting it via nes. 
papers and radio, with copy lo: ,)- 
ized to each area. 

The travel-stimulating con est 
worked so successfully last year, 
company officials said, that Amer- 
ican is offering a total of 1,297 
prizes in the latest competition. 
The big bait is a Lustron house, 
erected free on the winner’s lot. 
Other major prizes include a G-E 
all-electric kitchen, expense-paid 
vacation for two to Bermuda via 
Colonial Airlines, Globester moior 
scooters, expense-paid bus tours 
to either coast, Gruen watches, 
Maytag washers, Schwinn bikes, 
General Mills Tru-Heat irons, Zip- 
po lighters and Minit-Curl sets. 
Entries are eligible for 50 “bonus” 
G-E Tastegard coffee makers each 
month during the three-month, 
Jan. 16-April 16 contest period. 


ws Wintertime travel naturally is 
suggested, and low-cost bus fares 
pointed up, by the rules. Contest- 
ants must obtain official entry 
blanks at local’ American bus de- 
pots, and must write in a destina- 
tion and the actual busline fare 
from the home town. Both news- 
paper and radio copy is localized 
by including the depot address and 
*phone, and a list of fares to cities 
throughout the country. 

American Buslines, along with 
Greyhound the only nationwide 
bus operators, broke the contest in 
mid-January with 750-line copy in 
more than 70 newspapers and will 
use additional space during the 
contest period and to announce the 
winners. It is using announce- 
ments, 5 and 15-minute programs 
on 40 stations. 

Grant Advertising handles the 
account. 


Kimble Glass Ups Ritter 


Richard W. M. Ritter, sales pro- 
motion man in the Kimble Glass 
division of Owens-Illinois Glass 
Co., Toledo, has been appointed a 
special sales representative in 
Kimble’s industrial and electronics 
division. Robert Kopf, who has 
been editor of “Kimble Klipp- 
ings,” plant publication, has been 
named to succeed Mr. Ritter in 
sales promotion. 


Gets Glostex Account 


Glostex Products, Inc., Mil- 
waukee, manufacturer of auto seat 
covers, has placed its advertising 
with Bennett, Petesch & O’Connor, 
Inc., Chicago. Fifteen-minute radio 
shows on 14 stations will be used, 
plus space in Collier’s, Liber'y, 
Life, The Saturday Evening 
Post and other magazines. 


Two Appoint Shrager 

John Shrager, Inc., New York, 
has been retained to handle the 
mail order advertising in new:s- 
papers and magazines for Johns 
Mfg. Corp., Dunellen, N. J., maker 
of special tools for home wor<- 
shops, and O. E. Linck Co., Cliften, 
N. J., manufacturer of chemi: 4! 
specialties. 


Opens Listing Service 


A. G. Patterson, former new 
paper reporter and advertisi 
salesman, has established a n« 
business service, Buyers List 
Service of America, at 933 And) 
building, Minneapolis 2. The n: 
organization will. compile li: 
of business firms, service orga’ | 
zations and individuals. 
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Over 90% of Country Gentleman families 
have electricity—They are well ahead of 


average U.S. farm families in electrifying 


i 4 . 3 
‘ = their homes—and in buying electrical ap- 
kag” liances and equipment, as this modern 


itchen of Mrs. Eva Paul demonstrates. 


98.5% have radies— And over half of them 
—58%—have two or more sets conveniently 
located in attractively decorated rooms like 
this living room of the Bishops on the East- 
ern Shore of Maryland. 


'unust uw ag i 


83.7% have washing machines — The Wil- 
sons of Tennessee are shopping here for the 
next appliance on their list—an ironer to go 
with their washing machine, electric range, 
refrigerator and zero freezer. 


75.5% have mechanical refrigera- 


tors—And thousands are buying 
zero freezers like this 60 cubic 
foot box which keeps Mrs. Barrie 
prepared for any “eatin” crisis.” 


HESE pictures of Country Gentleman homes 
fi om you what happens when electricity 
comes into the farm house. Electric power 
brings running water and a stream of the mod- 
ern appliances that mean better living. 


With rural electrification spreading rapidly, 
farm people are modernizing their homes faster 
than any other group in the population. They 
are eager and able to buy after eight years of 
record prosperity, climaxed by last year’s whop- 
ping $41 billion plus income. 


Here is your best opportunity for profitable 
sales expansion—not only for all types of elec- 


trical equipment, but also for home furnishings, 
automotive products, packaged groceries, beau- 
ty and health aids, clothes and accessories, 
travel and recreation. 


The “cream” families of Rural America are 
Country Gentleman’s 2,300,000 subscribers. 
They are concentrated among the “top half” 
group which gets 90% of the nation’s entire 
farm income. And no other kind of magazine 
reaches them effectively. 


That helps explain why Country Gentleman 
has soared to 12th place among all magazines 
in advertising revenue. 


turn to Country Gentleman 
for Better Farming, Better Living 
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Mastic Acres Plans Drive 

Mastic Acres, Inc., New York, 
will launch a $175,000 campaign 
for the 8,000 acre land develop- 
ment at Mastic, L. I, in March, 
using New York newspapers, and 
foreign language papers. Later on, 
television selective announce- 
ments also will be used on local 
stations. Jasper, Lynch & Fishel, 
New York, is the agency. 


‘Tribune’ Increases Ad Rate 

Effective April 1, the general 
advertising rate of the Tribune, 
Winnipeg, Man., will be increased 
to 15¢ per agate line. 


Gets Hosiery Account 

Dainty Dot Hosiery, Boston, has 
appointed Reingold Co., Boston, 
to handle its advertising. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 

hotos monthly. Used 

biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38 St., N. Y.C. 16. 


Harvard Offers 55 
Regional Business 
Scholarships in “49 


CAMBRIDGE, Mass.—Harvard Uni- 
versity’s plan providing $50,000 for 
a system of regional scholarships 
in the Harvard Business School 
this year will have as its principal 
objective the “training of men to 
become responsible business men, 
not students of business nor speci- 
alists who know about business.” 

In announcing the nationwide 
program, to be available to a max- 
imum of 55 men according to in- 
dividual need, Dean Donald K. 
David explained that the univer- 
sity intends to continue its policy 
of “keeping its doors open to men 
from all economic levels and from 
all parts of the country.” 

Applications will be accepted by 
the committee on _ scholarships, 
Harvard University Graduate 
School of Business Administration, 
Morgan Hall, Soldiers Field, Bos- 
ton 63, until April 1. 


Industrial Editors Elect 


Joseph Ganglehoff, editor of 
General Mills’ house organ, ““Mod- 
ern Millwheel,” has been named 
president of the Northwestern In- 
dustrial Editors Association. Vice- 
presidents elected are: John Niles, 
Ford Motor Co.’s “Twin City 
News”; Georgina Hamilton, “Car- 
gill News,” and Ralph Thornton, 
“Star and Tribune Makers.” Betty 
Wykoff, editor of Northwestern 
National Life Insurance Co.’s 
“Lifelines,” has been appointed 
secretary, and Rita Labovitz, ““Day- 
ton News,” treasurer. 


Disc-Ads Offers Ad Records 


Disc-Ads, 6 East 46th St., New 
York, is a new agency specializing 
in records for advertisers for 
premium, giveaway or institu- 
tional use. The company, directed 
by Justin Stone, handles assign- 
ments on a package basis. 


Fennell Moves Oftice 


Paul J. Fennell & Co., New 
York, commercial and television 
film producer, has moved its of- 
fice from 342 Madison Ave. to 40 
E. 40th St. 


Against a backdrop of the old west, Harte created 


characters that live.. His interpretations of the 
color of the frontier, in stories like ‘‘The Outcasts 
of Poker Flat'’ . . . demonstrate his understanding 
that HUMAN INTEREST appeal is the plus factor 
in winning readers! 


The plus factor of CAPPER’S WEEKLY is its 


unique and effective HUMAN INTEREST style of 
editorial technique. Every week, thruout the rich 


farm and rural town market of lowa, Nebraska, 
Kansas, Missouri and Colorado, CAPPER'S 
WEEKLY is delighting readers and in turn produc- 
ing low cost inquiries and sales for products sold 


either direct or thru dealers. 


, 


cokly 


912 KANSAS AVENUE 
TOPEKA , KANSAS 


Try CAPPER’S WEEKLY .. . It Makes The Sale! 


Capper Publications, Inc. 
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What do admen do when they retire? Well, one of them, Ted Stemp |, 
who was advertising, promotion and public relations director of Br: ch 
Candy Co., Chicago, and is now on a semi-retired basis after 31 ye rs 
with Brach, has developed the painting hobby, and has a little stu ip 
on the near north side. Sketches madg during trips to Jamaica, Gua a- 
mala and other places have provided material for an interesting  ||- 
lection of his work. . . 


James Baxter, president of McKim Advertising, Canadian ager -y, 
signed a “looking ahead” message for a folder published on the occas on 
of the company’s 60th anniversary. Founded by Anson McKim in 
Montreal, there are now offices there, and in Toronto, Winnipeg, 
Vancouver and London, England... 

Vacationing in South America this month and next is Ralph Foote, 
New York ad manager of Beech-Nut Packing Co. . . Dorothy Daub, 
ad manager of Bonwit Teller, Philadelphia, is traveling around Europe 
to study new fashions. . . And Philip Klein, chairman of the Phil 
Klein Agency, Philadelphia, is planning a trip to Palestine with Mrs. 


WINNING SPORTSMAN—Milford Baker, left, vice-president and contact supervisor 
of Young & Rubicam, New York, receives an award as one of the winning sportsmen 
for the big game competition of 1948 of the Boone and Crockett Club from Dr. 
Harold E. Anthony, curator of the American Museum of Natural History's Depart. 
ment of Mammals. Mr. Baker’s award was for his Pronghorn antelope trophy. 


Klein this month. . . The Chrysler export division’s president, C. B. 
Thomas, is off again, this time to plan the introduction of new Chrysler, 
De Soto, Dodge and Plymouth cars in Hawaii and Mexico. . . Vergil D. 
Reed, associate director of research, J. Walter Thompson Co., New 
York, and Mrs. Reed have returned from a two and a half months’ 
trip around the world for a study of export markets. . . Donaldson 
Thorburn, manager of J. Walter Thompson’s Mexico City office, is 
spending a month in New York... . 


It was a quiet wedding in Denver for Paul Allingham, general man- 
ager of the Amarillo Globe-News, deep in the heart of the Panhandle, 
and Winnie Fain, a Globe-News staffer. . . Mary Fahrendorf, whose 
father, Peter Fahrendorf, is v.p. of Chilton Publications, New York, 
was married Jan. 22 to Frank McCarthy of Scarsdale. . . Gustav W. 
Pfleger, of Young & Rubicam, New York, is the bridegroom of Marie 
Louise Fenning. .. And Barret C. Dillow, promotion manager of Sloane- 
Blabon Corp., is honeymooning with the former Jean Carmen at Mt. 
Tremblant. . . 
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TESTIMONIAL LUNCHEON—W. I. Shugg, second from left, receives a gift during 

the testimonial luncheon tendered him upon his resignation after completion of 23 

years of service with Home Products International, of which he was advertising 

manager. Left to right are: Walter Silbersack, president, American Home Produ:ts; 

Mr. Shugg; Warren Simonson, president, Home Products International Ltd., «nd 
Harrison Atwood of McCann-Erickson, Home Products agency. 


Louis Luckoff, Leon S. Wayburn and Ivan Frankel held open ho: se 
not long ago to celebrate the opening of new offices in the Comme? °¢ 
building, Detroit, and the 21st anniversary of the Luckoff, Wayburn & 
Frankel agency. . . Messages of cheer are in line for Harold A. Patt«r- 
son, representative of American Magazine in Detroit. In New Yo'k 
for the General Motors show, he slipped and fractured his hip, and is 
destined for a stay of several weeks in Roosevelt Hospital. . . 


Clifton Blackmon, ad director of the Dallas Chamber of Comme: ¢. 
is back on the job after a spell in the hospital, following a heart atta «. 
He has resumed his duties as sec’y of the Dallas Advertising League. 
well. .. And Edward Ruley, president of the M. H. Johnson Ad Agen Y, 
Philadelphia, is back at work after a hospital siege. . . 

Dana H. Jones, Dana Jones advertising agency, has been reelec' 4 
president of the Better Business Bureau of Los Angeles. At the sa © 
time, Mrs. Frances Corey, director of advertising for the May © 
achieved the distinction of being the first woman elected to the burea’ 5 
board of directors. : . 
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Dr Says J. B. MILGRAM 


Advertising and Merchandising Manager 


B. 
ler 
it JOHN F. TROMMER, INC. J. B. MILGRAM 

ew 
ths’ Meet the man behind the advertising that has helped 
son 6 . . 
gi ‘From ADVERTISING AGE I get the picture of the passing * 00 inabease bis company's volume bidis basndeed guna 
_ show. Its news columns give me the day-to-day news of J. B. Milgram, after service in the Aviation Section of 
dle, the Signal Corps during World War I, first went to work 
+. the industry. The advertising columns keep me up-to-date for a financial news bureau in New York. From this position 
W. concerning media and services. Your outspoken editorials he graduated to the editorship of The Retail Tobacconist, 
rie 
“4 then to the business managership of two Long Island 
Mt. support my faith in the ethics of advertising; the 


newspapers, finally to the advertising managership of 
letters to the editor show me what my fellow The U. S. Tobacco Journal. He then formed his own 
advertising agency. Shortly after the relegalization of beer, 
advertising men are thinking; and the bird who Mag Ht 
he was invited to join the John F. Trommer, Inc. 
writes the Creative Corner gives me a organization as advertising manager. He has 


held this position ever since, and has watched 


chuckle when he bursts out, as he does so 
the sale of Trommer’s beer increase 600% 


often, against inane copy.” to over a million barrels a year. 


: ” FCC Appa? 
| Bough Proofs Rhiei® | ae to Widen Vide mm 
a meres east —_s ' ih 4 Secing Sees rages oe 


importan 


o—) 


te aie e-: sy: - re! —* i ee 7) SRA So wy ihe oF ie 2 oe, ) eee, ~ “7 tey. She Zs a a ome Oe Oe ah SA, Be fo 
ey Teas it i 4 oe Perit toa cel er, © ite wale 3 Tet 2 aie aa A ‘. a SAS oe 
te £ cpk ios eye F eae age toe oe ee 4 ‘J ae ake afi: te . : col ioe * Zilia 
Pd ek ie é * ee A ee Z ae na Ay ; ae, 
eee fe: a Liege! © Y ool ane age Fe Were Aas ae mee ; ; a 7 ete et oe 
; > eae 
a ae 
So" eae 
| ae 
P - 
7 ii 7 
“194g e 
e ee 
ve Ms 
Hi 
; , " 
E Be le 
rt Ay y ~ 
‘ . : Bee 
rch \ ar 
ears gies 
1110 — oy 
a: ae 
col. ( oa, Meee 
ern 
eee: 
ie 
ancy, 7 
510) oa 
7m 3 = 
a 3 
in 3 " 
Dt held ae 
Pee, ee 
So RR ST Sian ee ts Sa Fite ; * ee 
aa a Bh ogee 
ub, c a a 
ope z E 
— st 
Phil . ae : 
* ’ " “a F é. 
7 ‘ Lng, en i 
(rs, ¥ a me ~. a 
- aati ; Sa 
ra : i api 
4 ‘ : a 
: ee » : a 
Sx P 
+ ~ 4 i : 3 , 
= ay ‘i 3 ad 7 
; . ey eee 
nz = | HE pipe : + oe 
4 ’ a gs ‘el 
7 z " Soe rch 
- ; ; yi ' price oe 
sig Lid ; . - ra ‘ " a re 
Z - i ill . : me AG Se 
| : ti, oil ; ig jtaiet rede 
| agineticon ie ie aoe 
Ey. P ¥. ara Fuk 
] ee Fs a 7 
er . pee ; - : 
feo. * : 4 : 
a . 
“ ag ; 
c a i ’ a 
. oe ges" 7 ; 
! is : ~S as f a 
‘ ae ‘ ehh : tes" 
; - Sh eH 
i - 5 as ce 
— ' a rN 
cet — i in 4 eee ae 
me aia a Shy ane 
1 : a he, * —= mes 
a * “fl - * " ih i 
oe gts te so: «pamela 
re 1 et gO, RN ALE Be ee 5g Sage ee 
eI a a ae eres. Camere 
ae | 
ig te 
eee 
“Cee on: 
oe 
peer 2 
i Seg 
aa pee 
; : ia eee 
ae 
ae 
a. 0) Tha 
SS ea 
i eae 
aR oe ni 
aa 
Hl on cos 
— 
. a 
aut 
: ete) 
eee) 
ei fate 
ee ae 
Pi 4 a 
ici ee. 
e . 
ee ne 
a one 
? ois, - 
oa 
¢ = 
: ae 
| SE Sena 
: OT ES 
: a or a 
z a aa eit es 
pou oe ee 
ER mae oh 
Neg ati ere ia 
ae 
4 | 7 ie 
4 ae 
Sf pn’ ag a 
ewes iy 
ae 
, rh : 
oe. ie 
ees, 
Me ; iin es 
. —_— ) Beis) 
— teeter mane pee: 
" — . toes Oy ae ny “ae igs 
an 5Cae 4 z r 
n — pan» hanes Sor © = on 
ing nt cme eee Pee 
23 . 1 Gg e mopped som ‘ ee 
im dvertisin ee . 
: Be 
re a: 
ak |= 
any 
ps sit ~! 
ce ees pn enter eae aid eee i 
. meat S PAS cee ae 
& 3 eee lack: a aie Ge. 
% > itn ; i : s 7 
; : ; # Sue “ Ba oe 
. PeEeeertent +o  .... . .}.}.}.}.}.06—-<§ 3 e8 = * ga = 
: ; ° i beet : - ee 
k ® ‘ ; 7 : aK 
’ ’ 2 ‘ , : oll 
: , eT 
. . 1 oe — = ee ae maar. — -_- al 
= aoe ~~ or ‘ - om = Oe i. 9 ae | wee —_ a 
, See, lee Senet ee | pate Senter lee Sy emt : 
ce eee, ee leah oe ae ee ee en ie ee SS 
= SSS See | “ee Ses, ie Rowe, | te —_——_ | 
en oe very ee ee —_. \ tee comer | 7 
Sees ene ete eee ee 7 
e, ae 2 on oe oe oe ms Producer ie etl ee) oe bye 
<n seme ee aad ola tne eee er alley Rew ae wt 5 ven 
k. Sw er ES te ee oe cy tit ' 
Fee an eens TN SO ee 4 - : ke 
5 o— = - : oe 
iS - ‘ms s a a 
Poa the. Cees 
Ys 2 ee ek 
. Bee 
ce ; 
ae a 
. 2) 
e ; 7 
4 _- 
4 ae. ene 
sas? Sire 
. ag! ae 
F ‘ rs : - é F es 
ag Ore ¢ BS aes Fak 2 i Ped eee ‘ ak x ee i . Ps, < : 7 ug . ee 5, . 7 : eo as * 4 ‘ x <i « 
AAS ep SPER SE) LIE Bete ee es Geen CRE aries Prac Te hee DOES PER, reer a ig See alg ante, ie Ne ag RD ety eM NE, SUE Car Me Win tk i, CRRMEIE ORS Or RR eae aR ig ee ee ieee ees Ont Merely ve = ipa tay cns ME pote age ese ae ONS ate ee a oe ann ery ~geeite i) Soe 
. = oa d ; t : =e eee 4 DN os eat 8 Re ‘A baie Sree ee oe! ra 2 rear hes Ca, pe Pate ee ro ade) StS Ran Cen Oe CR i reer Ve ee BES Behe AA op Tea aie ey 


Reynolds Earnings Up 

R. J. Reynolds Tobacco Co. had 
net sales of $715,812,640 in 1948, 
a record. Its earnings were $34,- 
617,203, compared with $32,132,187 
in 1947. Despite published reports 
to the contrary, Reynolds said 
flatly “Camel cigaret shipments 
for 1948 exceeded those for any 
previous year.” 


SORRY VERONICA! you, TOO, 
BETTY— BuT | ALREADY HAVE 
7 A OATE FOR 

MARCH 27, IN... 


St. Regis Elects Pace 


John C. Pace, formerly a vice- 
president and director of Florida 
Pulp & Paper Co. and Alabama 
Pulp & Paper Co., wholly owned 
subsidiaries which were merged 
with St. Regis Paper Co., New 
York, at the end of 1948, has 
been elected a vice-president of 
St. Regis. 


Drager Buys Out Varnum 


Marvin Drager, who has been 
a partner in the publicity firm of 
Wayne Varnum Associates, New 
York, since its formation two years 
ago, has bought out the interest of 
Wayne Varnum and will operate 
under the name of Marvin Drager, 
Public Relations. 


The New BUNOAY Eclifon of 
the PITTSBURGH POST-GAZETTE 


Ouk (jul Pataynt 
| ; ily section 


This Great Country of Ours Provides Precious Freedoms Pre vent Man 
wy and a Standard of Living Unmatched by Any Other 


Reaching Goal 


HEN army Goctors is a hospital . 
' % 
eS oo W in Lusen, Philippine tslanda, 


Nation — Many Opportunities for Young People 
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HE hopes of must Armericans for thes feture m 
of democracies are tied up m ther cttldren torr hemes, 
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q F Righs then and there he made up 
ce” contest sume up her Viewpomt. She Mra Lovetie Longan, of hic sain be continu tis ee 
New Pomt. Ind, whose letter was from bed if necemary. Nothing. he 

Ea chosen the best out of the hundreds owed. would stop him. If Franklia 
5 of entries in the contest. Here @ D. Recsevelt could evercéme the 


Res cqungene eee handicap and teeome pres 
« United States, Bers 
Kopper! would overcome it to 

years while he was 
being treated in various army hes 
pitals, Bert Kopperi though of 
pthing else than being abir to 
tek the shutie: of Dis comer 
again, Amd today. @ 


“t held for you what | held fox 


your unsmmgrent grandparents, acd 
your parents what I shall hold tu 


wet able to ect 
l chair, be fixed 
feeet whack serves us 


THE -/lew oriT'’ 
FAMILY SECTION 


GRIT is proud of this new section, 
designed to help keep our nation great. 
It sings the stories of Americanism, 
American heritages, ideals, institutions. 
It visualizes “The Miracle of America”, 
to quote the keynote phrase of the 
Advertising Council. The new GRIT Family 
Section shows, with convincing proof, 


ICK JOHNSON wouldn't admit detest Fourteen years belore, 
folks in little Cooperstown, N D. had gathered in a Geld & 
watch him, « 16-year-old boy, learn to fy. Now, with giatm 
ing record as a Second World War freer behind bimm, De 

J an) moment had arrived ¢ 
it was September, 1948, at the Cievelend au races As ar 
major, test pilot at Dayton, O. Johnecn wes ready to assault the 

speed mark Teking off in hes super streambmed jet propelled - 


with swept beck 


ad 


trail ecros 
the sky, the 
sound following 


many teconds 
betund 


Al of his runs 
surpessed the 
world mark, but 


cameras @ new record wes ruled sirce then. ft means z 
equipped sirports in every 
But ten days leter he hed an the Union. Mult-enginny 


Book Will Show 
‘Best Magazine 
Ads of the Year’ 


Cuicaco—“Best National Adver- 
tising of the Year,” a new tool for 
working admen, is scheduled for 
publication in mid-April by Mil- 
line Publishing Co., 619 N. Michi- 
gan Ave., Chicago, headed by Bur- 
ton Browne, who last year dis- 
solved the agency bearing his name 
and “retired.” 

For many years Mr. Browne, 
who has cherished the notion that 
a comprehensive collection of cur- 
rent advertising, reproduced in 
full size and in its original colors, 
would be an extremely effective 
method of providing ideas for cre- 
ative men, had hoped to produce 
such a collection. But until he dis- 
solved his agency last year and 
went into what professed to be re- 
tirement, he was unable to imple- 
ment his idea. 

With day-to-day problems wiped 
off his slate, Mr. Browne pro- 
ceeded to scan scores of magazines 
for outstanding ads, ultimately 
culling more than 400 which he 
considered, on the basis of presen- 
tation or readership ratings, to jus- 
tify being preserved for posterity. 
The ads were then shown to a 
board of “experts” in various 
fields, who judged them from their 
expert viewpoints. 


s Valentino Sarra, photographer, 
cast an expert eye over photo- 
graphic treatment; Raymond 
Loewy, industrial designer, studied 
design and color; Norman Rock- 
well, famed painter, analyzed illus- 
tration values; Dave Lockwood, art 
director and vice-president of 
Foote, Cone & Belding, studied 
them from the standpoint of lay- 
out; Lou Smith, public relations 
director of Columbia Pictures, 
checked on the public relations 
appeal of the advertisements; 
William Howard, vice-president 
and promotion director of R. H. 
Macy & Co., scanned them for 
merchandising effectiveness; Paul 
Busse, director of copy for Sears, 
Roebuck & Co., studied them from 
copy standpoint; and Prof. Glenn 
U. Cleeton, dean of the school of 
printing of Carnegie Institute of 
Technology, reviewed them from 
the standpoint of typography and 
typographic design. 

Out of this careful analysis by 
these eight experts came 150-odd 
of the original 400 ads, which in 
turn will be checked with the com- 
panies which ran them for proof 
of their success. 


s With this final check, now in 
process, the cycle will be com- 


CHECKING—Burton Browne (left) watches 
William Howard, Macy v.p., check mag- 
azine ads from the standpoint of their 
merchandising effectiveness. Howard is 
one of eight experts who picked ads to 
appear in “Best National Advertising of 
the Year,’ to be published this spring. 


pleted, and shortly production will 
be launched on a deluxe, Life-size 
cloth-bound book which will re- 
produce the “best national adver- 
tising of the year” in full color 
and full size, utilizing the original 
plates in each case. 

Aside from a brief foreward and 
equally brief statements from each 
of the eight experts who reviewed 
the ads, the book will contain no 
text beyond the necessary de- 
scriptive material giving credits 
to advertiser, agency, advertising 
manager, copywriter, artist, etc. 

Copies will cost $15, and the book 
is planned as an annual, provid- 
ing ideas and inspiration for ad- 
vertising men and a history of 
advertising which will highlight 
changes in treatment and approach 
from year to year, as well as de- 
monstrate unusual techniques. Ac- 
cording to the publisher, the book 
will differ from all other attempts 
to show advertisements not only 
because it will show all ads full 
size and in full color, but because 
the material for it was gathered 
independently, instead of result- 
ing from invitations to submit ad- 
vertisements. 


Gallan Joins Merriam 


Gordon J. Gallan, sales manager 
and assistant to the president of 
MeNicol Greeting Card Co., Bos- 
ton, has joined G.&C. Merriam 
Co., Springfield, Mass., dictionary ] 
and book publisher, as trade sales 
manager. 


| 
SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraty® Corporation 
900 Kibby St, Lime, Ohio, U. 5. 
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With Comic, Women’s, News and Story 
Sections all better than ever, and with 
Many new features in its new Family 
Section, GRIT meets the complete needs 
of reader and advertiser. 
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CONSISTENCY 


Year after year—without deviation—intensive readership 
of U.S.NEWS & WORLD REPORT is being built step by step 
through the one subscription method that requires a maxi- 
mum volition on the part of a subscriber— 


““By Mail Direct to Publisher’ 


Here is the record showing the percentage of subscriptions 
sold each year “by mail direct to publisher”— 


1940 - - 84.5% 
1941 -- 85.5% 
1942 - - 89.9% 
1943 - - 88.3% 
1944 . - 85.8% 
1945 . - 84.3% 
1946 . - 89.4% 
1947 . - 89.2% 


Advertisers get the greatest value from their advertising 
dollar when they buy voluntary, intensive readership. 


The growth of U.S.NEWS & WORLD REPORT has reached the point 
where an average of 375,000 net paid circulation is assured for the year 1949. 
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Electromaster Boosts Brown 


R. R. Brown, director of distri- 
bution, has been promoted to sales 
manager of Electromaster, Inc., 
Mount Clemens, Mich. He has 
been with the company for 15 
years. 


308% N Horwood 
Delies |, Texas 
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Four A’s Issues 


Newspaper Study 


New York—The American As- 
sociation of Advertising Agencies 
has issued Volume 17, Part 1, in 
its study of “Market and Newspa- 
per Statistics.” This annual study 
is an analysis of audit reports is- 
sued by the Audit Bureau of Cir- 
culations for newspapers in cities 
with more than 100,000 population 
in the ABC city zone. 

Volume 17 is being issued in four 
parts and will cover a total of 151 
cities in the United States and 


croRce ns EASTERN REPRESEN 


Offers the advertiser more 
for his dollar than any other 


Le 
at 


101 PARK AVENUE. NEW YORK 


TATIVE + 


Sart 


Canada. Part 1 contains data on 
161 newspapers in 60 cities au- 
dited by ABC during the quarter 
ending March 31, 1948. Future 
parts, to be issued as compiled, 
will deal with cities audited during 
the remaining quarters. 

The report is released annually 
under the direction of the Four A’s 
committee on newspapers, headed 
by H. H: Kynett of Aitkin-Kynett 
Co., Philadelphia. Complimentary 
copies are distributed to newspa- 
per publishers in the cities covered 
and to offices of member agencies 
on request. Others may be pur- 
chased from Four A’s headquarters 
in New York for $20 each. 


Viking Agency Changes Name 


Effective Feb. 1 the name of 
Viking Advertising, New York, 


| has been changed to Franklin, Ber- 


tin & Tragerman, Inc. Dolph 
Franklin is president of the 
agency, Le Roy V. Bertin, vice- 
president, and Morris Tragerman, 


‘secretary and treasurer. 


The New Home of 
The Atlanta Journal 


Effective February 14, 1949 


£ 


Atlanta DZourwal 


and 


The Atlanta Journal Magazine 


Will be Represented 
in the National Field 
by 


O’MARA and ORMSBEE, Inc. 


CHICAGO 
230 N. Michigan Ave. 
Kennth Dennett, Mgr. 


SAN FRANCISCO 
Russ Building 
John W. Eggers, Mgr. 


‘ 


NEW YORK 
270 Madison Ave. 
L._ H. Brownholtz, 
J. Rufus Doig, Sales Manager 


DETROIT 
640 New Center Building 
Preston Roberts, Mgr. 


LOS ANGELES 
Garfield Bldg. 
Wm. D. Cannon, Mgr. 
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Stretch your meat budget with Lindner’s 
All Meat Franks They go further becouse you poy for 
mothing but of! pure meat—ond Lindner s Fronks 
ere so Hovortul and tasty it tohes bess, much bess 


LESS PER MEAL—That’s the economy ap- 

peal in this copy, used by Lindner Pack- 

ing Co., Denver, in building its brand 
name for Lindner’s all-meat franks. 


Lindner May Boost 
Regional Ad Drive 
for Meat Products 


DenverR—Lindner Packing Co., 
competing successfully with the 
major packers in establishing its 
own brand of meat products, may 
boost its ad efforts in newspapers 
and radio this year. 

Arthur Klingstein, head of the 
Denver company, said its adver- 
tising has “paid off” and “cer- 
tainly won’t be cut any at this 
time.” Percentage-wise against 
gross sales, it may be given an- 
other boost, he added. 

Lindner’s program includes 
high-frequency, small-space news- 
paper ads and selective radio, 
blanketing Colorado, Wyoming and 
New Mexico. In the newspaper 
space, whimsical illustrations are 
accompained by copy stressing the 
economy of Lindner’s brands, in- 
cluding Favorite all-meat franks, 
ham and chile con carne, and 
Little Pig brand pork sausages. 

Robertson Advertising, Denver, 
handles the Lindner account. 


Block Drug Appoints 

Block Drug Co. has started a 
newspaper campaign for Dentu- 
Grip, an adhesive for false teeth, 
through Redfield-Johnstone, Inc., 
New York. With this appointment 
R-J now handles these Block Drug 
products: Allenru, Omega oil and 
rub, Poslam ointment, Kotalko, 
and Dentu-Grip. Most of the ex- 
penditure is in radio. Newspapers 
and magazines also are being used. 


Appoints Joel Murcott 

Joel Murcott, radio editor of the 
Hollywood Reporter, has been 
named vice-president in charge of 
production for Bruce Eells’ Broad- 
casters Program Syndicate, Holly- 
wood. 


Advertising Age, February 7, 94 


Hollywood Smug 
About TV Place; 
‘Emmys’ Awarded 


HoLLywoop—With but one jis. 
senting vote, participants in th. 
first annual seminar of the A-aq. 
emy of Television Arts and Sci. 
ences here agreed that Hollyw. oo 
is or will be the center of the te). 
evision industry. 

Main reason for this attituce js 
the belief that the world’s fines 
creative and technical personne) 
as well as talent, have been con. 
centrated here by the motion pic. 
ture industry. An added factor. 
from the standpoint of film, is the 
fact that only in Hollywood are 
there available the innumerable 
specialized and essential contrib. 
uting services needed to make 
good pictures. 

The dissenting vote was cast by 
Leonard Erikson, vice-president 
Kenyon and Eckhardt, who said 
New York has taken the lead in 
development of program fare. “Un- 
questionably” Hollywood knows 
how to make pictures, he said, but 
implied that this does not necessar- 
ily mean television will look to 
Hollywood for leadership. 

Academy awards for 1948, des- 
ignated as “Emmys,” were made 
to television station KTLA; tele- 
vision personality Shirley Dins- 
dale, ventriloquist of “Judy Splin- 
ters”; most popular program, 
“Pantomine Quiz”; best TV film 
made in Hollywood (of those re- 
viewed) “Your Show Time,” by 
Marshall Grant-Realm Produc- 
tions; technical, Charles Mesak, 
Don Lee, for the phase-fader. 


Elects Shepard and Sikes 


Mills Shepard, director of reader 
research of McCall Corp., and Al- 
len B. Sikes, service manager of 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associ- 
ation, have been elected president 
and secretary-treasurer, respec- 
tively, of the Copy Research Coun- 
cil. 
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ARTEX ARTIST 
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ora RUBBER CEMEN! 
| Chiral 63973 $3.50 pergal. $1.25 per¢ 
'§.5. RUBBER CEMENT (0 


314 N. MICHIGAN AVE., CHICAGO |, Il 


712 FEDERAL ST. - 


REVERE 
COLOR 


REVERE PHOTO ENGRAVING CO. 


CHICAGO 5, ILL. 
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BOY MEETS GIRL 


Boy MEETS GIRL ... and eventually they decide 
to make it a duet... 

At high noon or High Mass, late afternoon or at 
lunch hour ...In St. Thomas’, St. Patrick's, Temple 
Emanu-El, parish church, home, neighborhood 


hall, magistrate’s room, Borough Clerk's office . . . 


= 
S 9) 
- A’ . 


-* 


} 


ge 7 ee i aah 

With ushers, bridesmaids, grandmother's gown, 
guest lists, Pinkertons watching the presents, 
breakfast at the Waldorf, champagne, reception... 
or at home with family and a few friends, rice and 
rowdy goings-on ... or strangers for witnesses, and 
the Daily Special at Child's afterwards . . . 

Front page stuff, society reporter's item, engraved 
announcements, gossipy phone calls . . . or sometimes 
so secret even the girls in the office don’t know! 


Tuts BOY-MEETS-GIRL merger goes on in New York 
three hundred times a day, approximately a hundred 
thousand times a year... means more new-family units 
in the city market alone than all the old families 
in Dallas—or even Denver! 

The Chinese, Hindus, Russkys multiply faster. . . 
but nobody multiplies markets like New York City’s 
lew married! (With 65,000 more per year in the 
suburbs!) And 300,000 babies annually! 

Even these days, they find some place to 
ive. And start looking for whatever makes a (457 


iatchbox with a G.I. mortgage, a narrow fs) o% 


‘ys 


fronted town house, or desir. apt. 3 rm., 
bkfst. nook, newly decor., every conv., sublease #9 
... a home, as Poet Eddy Guest puts it! 12 


Ar tuis point b & g find their bible, Sears catalog, 
general store, procurement guide in The News! 
And a new kind of urgent news in News advertising! 

Finishing school alumna, with good prospects, 
heirloom pearls, packing cases of perfectly darling 
presents ... but apartment, budget and bankbook 
practically bare ... Mrs. Junior Executive is amazed 
to learn that Army bunk (surplus), high white kitchen 
stool, bedside lamp with shade, cost less in a store 
she never heard of, than a cold wave at Saks! 


No girl to go slow, a Brooklyn bride discovers 
that a hundred dollars down (and husband with a 
steady job) practically puts her in business with a fully 
furnished apartment to show her girl friends! 

The new spouse in the suburbs who likes nice 
things, finds News advertisements full of things she 
never needed to know till now. 


if SEVEN OUT OF TEN New York City families 
are News readers... Merchandise shortages 
made advertising read even more closely. 
And New York merchants like to spend 
money for newspaper space that sells goods! 


2 


220 East 42nd Street, New York 
Tribune Tower, Chicago 
155 Montgomery St., San Francisco 


means business! | 


rey 


a 


— — If the serious student follows all Media 
Records classifications of Department 
Stores, Furniture & Household, Heating & 
Plumbing, Electrical Appliances and Supplies, 
Building Supplies & Contractors — he will find that 
the News total of home furnishings advertising was 
6,500,000 lines plus in 1948—over four times the 
next paper’s! Also as much as the next five papers! 


Media Records further reveal that in 1948, 
The News’ lead in Department Stores was more 
than 2,500,000 lines—in Retail Display more than ; 
10,000,000! Which makes it the leading selling 
medium in this market—and the cockeyed world! 


WHueTHER you advertise in New York to kid your 
competitors, soothe your stockholders, or impress the 
trade, The News can give you more of whatever you 
want than any other medium in this market. And if 
you are seriously interested in selling more goods, you 
haven't any other first choice. 
Have no concern, either, with the cost of such a my 
big circulation as The News — because this paper has 
sectional runs and rates that permit the pay-as-you-go 
national advertiser to get into the big city right off, 
without working in from the outskirts! Ask any News 
representative about market portions and prices. 
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Hires Putting More 
into Magazine Color 
Ads, Dealer Helps 


PHILADELPHIA—“Got a minute? 
Have a Hires!” 

That is the new theme being 
used for the first time by the 
Charles E. Hires Co., the world’s 
largest manufacturer of a root 
beer soft drink. 

Not only is that the theme being 
employed in the national consumer 
advertising, which for the first 
time in many years is turning) 
away from radio towards news-| 
stand magazines, but it is also the | 
theme for a new program of cus- 
tomer relations for 1949. 

The Hires Co. also is planning a 


“SALES INCREASED 50% 


with our attractive Coleman-Pettersen 
Wire Merchandising Display Stands!” 
as stated by A. E. Herschman, Adv. Mgr. Anchor 
Rubber Products Co., Cleveland, Ohio. Coleman- 
Pettersen provides a complete wire display design 
ond development service. Write for illustrated 


lor. 
COLEMAN-PETTERSEN CORP.. 2132 St. Clair Ave., 
Cleveland 14, Ohie 


new program of dealer helps and 
premiums for customers to help 
pick up sales lost throughout the 
nation during the past several 
years. The over-all promotion 
campaign is in part directed to 
teen-agers and youngsters. 


es The first step in Hire’s new 
program was cancellation of its 
national radio program “Hires to 
You.” Instead, the company is 
taking color half-pages in Look 
and The Saturday Evening Post. 
The continuous year-long cam- 
paign in Life is built around car- 
toons drawn by Cartoonist George 
Clark, who draws “The Neigh- 
bors.” 

In its new customer relations 
program, Hires is first distributing 
via sales representatives 2,000 
large, colored plastic-covered 


booklets to distributors and dealers. 


These booklets explain the new 
campaign in detail, with color 
ads reproduced. 

In local newspaper cooperative 
advertising, the firm has set up an 
increased budget to handle four 
new areas where it has opened up 


Families here in Allen 


New York. Among all 


plus 43% of 


Westchester’s Good, 
Allen Is Better! 


money to spend than families in Westchester County, 


highest, Westchester 6th. 
Home Coverage: 99% of City Zone 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK . . . CHICAGO . . . DETROIT 


County, Indiana, have more 


U. S. counties Allen ranks 5th 


Retail Trading Zone 


HAVE ONE—Chas. E. Hires Co., Philadel- 

phia, will use the new “Got a Minute? 

Have a Hires!” theme in cartoon ads in 

Life and color ads in Look and The 

Saturday Evening Post. N. W. Ayer & 
Son is the agency. 


new plants. Affected are Brooklyn, 
San Francisco, Denver and Mem- 
phis. The latter plant is not yet 
completed. 

N. W. Ayer & Son handles the 
Hires advertising. 


Three Appoint Braitsch 


Arthur Braitsch Advertising 
Agency, Providence, R. I. has 
been appointed to handle the ad- 
vertising of Hook-Fast Co., Ro- 
anoke, Va., manufacturer of uni- 
forms and uniform accessories; 
National Collapsible Tube Co., 
Providence, and Jewel Creations, 
Providence, manufacturer of neck- 
laces and earrings. 


Broadcasters’ Guild Names 


Broadcasters’ Guild, Inc., Holly- 
wood, has appointed Daniel E. 
Anderson as stations relations di- 
rector. The guild also named PR, 
Inc., of which Mr. Anderson is 
president, to handle its public re- 


lations and sales promotion. 
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BMB STATION AUDIENCE MAP 


IVES 
HVILLE 


And WSIX doesn't give you too little or too much. For Nashville's retail 
trade area includes 51 counties. WSIX's daytime audience map in- 
cludes 60 BMB counties with 25 per cent or more in 48 of these. Mail pull 
and field strength maps add even more convincing proof that WSIX 
gives you the Nashville market. Cash in on the $655,888,000* 
spent yearly here in retail stores alone —via WSIX! 
*Projected from Sales Management May ‘48 
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Figures in counties indicate the percentoge 
ere DATA acne of vedio families ; no ae Gade 
abulation by the KATZ AG cy, inc. audience in the cowaty. 7 ~ 4 
ben horuns 
BMB 1946 BMB Station ‘ 
County Radio Audience 
Units Families Families 
Home City 
Nashville 83°), 47,850 39,810 
Home County 
Devidson 85°, 67,540 57,610 
Percentage Levels 
80% and over W 98,290 83,520 
I 16 107,030 90,130 
Om ° * 20 128,750 104,010 
80% ° ° 29 159,060 | 120,030 
—- * * 35 180,260 129,760 
30% * * 43 195,490 | 135.120 
—_- = 46 216,800 140,900 
—_- = 49 224,490 142,470 
—-.* 60 252,610 | 146,690 
Complete BMB County and City Data available on req 
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Chocobana’s 
Frozen Banana 
Sales Zooming 


_Cuicaco—Nat Richards and his 
associates took the lowly banana, 
put it on a stick, dressed it up 
with a chocolate dip, froze it, 
successfully tested the confection 
in scattered markets, and are now 
working feverishly to supply the 
summer demand which they feel 
is certain to come. 

Chocolate-coated, frozen banan- 
as have long been a favored spec- 
ialty product of the fast-disap- 
pearing family-owned ice cream 
parlor. Two principal objections 
to the product, however, have kept 
it from achieving widespread pop- 
ularity. Bananas, it appears, usu- 
ally turn black when frozen—and 
the chocolate dip problem had 
kept the specialty product from 
being extensively distributed. 

About three years ago, several 
students at the University of Illi- 
nois, who were working on pre- 
servatives, decided to tackle the 
project. With the assistance of two 
professors, they successfully froze 
a banana while retaining its light 
color. 


ws In February, 1948, they intro- 
duced the product commercially 
in Chicago and continued until the 
end of the summer, when Nat 
Richards and his friends bought 
controlling interest, adopted the 
name Chocobana, Inc., for the 
company, and set about winning 
friends and markets for the con- 
fection. 

Mr. Richards and his associates 
tested marketability, packaging, 
dispensing equipment and promo- 
tion in the Midwest, and were 
pleasantly surprised to find that 
Chocobana outsold other frozen 
confections wherever it was intro- 
duced. In one motion picture 
house seating 500 children, he en- 
thusiastically comments, 228 units 
were sold within two and one- 
half hours. The following week, 
600 units moved in one Saturday 
afternoon. 

The Chocobana company solved 
its supply problem through a tie- 
up with Crenshaw Produce Co. of 
Tampa, one of the country’s larg- 
est banana importers, standardized 
the size of those used for its prod- 
uct, established a 10¢ price, and 
offered Chocobanas to distributors. 
To date, Mr. Richards comments 
with a few light taps on wood, no 
frozen food or ice cream distribu- 
tor approached has turned them 
down. 


s Markets are still being opened 
rapidly and, by summer, Choco- 
bana expects to sell its product in 
the Southeast and the entire Cen- 
tral Midwest. Promotion of the 
chocolate covered bananas will be 
a market-by-market proposition, 
and will be kicked off when the 
distributor is stocked and the 
product is in 25% of the outlets 
in the area. 


‘| streamers, counter cards and 


Advertising Age, February 7, 


During the April-October .. 
son, spot radio announcements 
newspaper insertions, plus a hx 
point-of-sale. campaign inclu. | 


cals will boost the product. Cv. - 
ads also will be used in some 
tions. 

Testimonials and nutrition c \py 
designed to appeal to parents .’j] 
be employed extensively in ; us. 
tained drives in each market. [py 
addition, ads will probably feat ure 
the non-flake characteristics of 
the chocolate coating used—a q).al- 
ity which has attracted favorable 
attention from movie houses. 

The company also is working on 
a distinctive package which is de- 
signed to peel like a banana skin. 
Chocobana expects to introduce a 
companion chocolate-covered fro- 
zen pineapple product within 30 
days. 

By next year, Mr. Richards ex- 
pects Chocobana will be in every 
major market in the U. 5., and 
plans to open a national cam- 
paign at that time through Deuss- 
Gordon, Chicago agency handling 
the account. 


West Virginia Paper 
Earnings Are Lower 


West Virginia Pulp & Paper Co,, 
New York, reports for the fiscal 
year ended Oct. 31, a rise to 
$93,242,724 in net sales, from 
$85,989,056 the previous year, but 
a slight decline in earnings—from 
$10,935,424 in 1947 to $10,842,169 
in 1948. 

Although maintaining an earn- 
ings-sales ratio of about 12%, 
David L. Luke Jr., president, 
pointed out that “inflation has 
taken much of the charm out of 
figures we would have considered 
appealing a few years ago.” 


Wembley Ups Drown to V. P. 


Richard G. Drown Jr., adver- 
tising director, has been named 
vice-president in charge of adver- 
tising and sales promotion of 
Wembley, Inc., New Orleans neck- 
wear manufacturer. He has been 
with the company for nine years, 
serving as assistant sales manager, 
sales promotion manager and dis- 
play director. 


Industrial Editors Elect 


C. Fred Scrimsher, editor of 
“Schenley News,” a monthly pub- 
lication distributed to employes of 
Schenley Industries, Inc., and af- 
filiates, has been elected president 
of the Cincinnati Association of In- 
dustrial Editors. 
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Super-poster panel coverage of 


eM: fabulous Times Square with its mil- 


lion plus daily lookers is part of 


% 


“  Manhattan-Bronx poster showings. 


THE 
*pLUNDERERS 


MANHATTAN 
IS DOWNTOWN 
AMERICA 


But whether in downtown Manhattan or the downtown hubs and principal 


neighborhood centers of G.O.A. major cities—The General Outdoor Advertising 


Company has and is developing as a part of its regular poster showings, . 


RDING 


super-poster coverage, to follow the greatest concentration of populations. 


General Outdoor Advertising 


INCORPORAITTE 


515 ¢OUTH LOOMIS STREET 
CHICAGO 7, ILLINOIS ‘ 


"YOUR MAJOR MEDIUM IN 55 MAJOR MARKETS” 
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New Wage Proposal, 75 Cent 
Minimum, Raises Controversy 
WASHINGTON—For a measure of 
the political vitality of the Tru- 
man “Fair Deal,” watch the kind 
of minimum wage bill which 
emerges from the House educa- 
tion and labor committee. 
Administration proposals now 
being considered call for a 75¢ 
minimum wage, and expanded 
coverage to bring about 5,000,000 


By STANLEY E. COHEN, Washington Editor. 


retail employes under federal wage 
‘and hour statutes. 

The expanded retail coverage is 
highly controversial. Involving 
employes of stores doing over 
$500,000 or chains of five units or 
more, it extends federal authority 
into an area previously reserved 
for states. 

Though only 1,500,000 of the 
22,600,000 workers now under 


minimum wages make less than 


75¢ hourly, the 75¢ wage is op- 
posed by business groups such as 
the U.S. Chamber of Commerce. 

“Tt is uncertain,” warned Cham- 
ber Spokesman Almon Roth, 
“whether, by raising the minimum 
wage so high as is proposed, you 
will raise the standard of living, 
or merely destroy job opportuni- 
ties by making some jobs too ex- 
pensive to maintain.” 


The administration has gone out 
of its way to avoid controversy 
with newspaper publishers over 
the proposed expansion of the 
wage-hour law. Well aware of 
the fury and persuasion with 
which publishers scrap over legis- 
lation touching on their business 
affairs, administration experts 
writing legislation now before the 


House labor and education com- 
mittee quietly slipped in an 
amendment specifically exempting 
newspaper carriers from the gen- 
eral ban on child labor. 


Supreme Court’s approval of 
New York traffic regulations 
against advertising on express 
trucks may lead to a new rash 
of traffic restriction unpleasant to 
“spectaculars,” radio and other 
media. The courts sympathized 
with police officials who say 
they are waging a losing battle 
against the hazards of urban 
driving. Currently, police here are 
warning that loud playing car 
radios may be a factor in reckless 
driving, and in New York cabs 
have been forced to remove radios. 
Several states are considering 


Important step in the manufacture of customers in Washington 


Represented nationally by DAN A. 


In 1948 advertisers invested in 33,086,067 lines of advertising in The Star 
(Evening and Sunday). This made The Star first in the Washington market, 
with 41% more lines than the second Washington paper. 
(Source of data: Media Records Inc.) 
National advertisers who follow this lead take an important step 
towards the manufacture of customers in Washington, D. C. 


CARROLL, 


110 E. 42nd St., NYC 17; Tue Joun E. 


Lutz Co., Tribune Tower, Chicago 11. 
Bureau of Advertising ANPA, 


MEMBER: 
Metropolitan Group, American 
Advertising Network, Inc. 


Newspaper 


The Washington Star 


Evening and Sunday Morning Editions 


STAR 


THE EVENING 


BROADCASTING 


COMPANY OWNS AND OPERATES STATIONS 


WMAL, 


WMAL-FM, 


AND WMAL-TV 
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laws to keep television out of ar 
front seats. . 


There is less chance than ¢ ¢, 
that Congress will do anythin; ty 
prevent the Federal Commun. .a- 
tions Commission from examir 
program structures of radio ; a- 
tions. For several years, the § n- 
ate interstate commerce commi' ee 
has listened to broadcasters \ ho 
say the FCC’s “Blue Book” «nq 
its rulings on atheists and polit <a) 
broadcasts constitute “censorsh p.” 
But last week, key commi'tee 
members signed a report char ic- 
terizing the complaints as “, 
planned propaganda effort among 
well meaning but ill informed per- 
sons to secure congressional re- 
vision of the Act.” 

“To us it appears ridiculous,” 
wrote Sen. Charles Tobey (R.,N. 
J.) and Ernest W. McFarland (D., 
N. M.), “to hold that a person op- 
erating under a federal license 
shall not be answerable to a con- 
stituted authority for his perfor- 
mance under that license.” 


aan 
But the new Congress is not all 


|honey and water as far as FCC 


is concerned. Sen. Edwin C. John- 
son (D.,Colo.), chairman of the 
interstate commerce committee, 
has warned FCC Chairman Wayne 
Coy in no uncertain terms that 
Congress intends to have the last 
say in the clear channel case— 
FCC’s feelings notwithstanding. 
Johnson called Mr. Coy after 
hearing that the commission was 
about to decide the ten-year-plus 
controversy over “super-power” 
for the nation’s 24 clear channel 
stations. The Senator fears the in- 
crease from 50,000 watts to 750,000 
watts would enable “clears” to 
blanket the country and grab off 
the bulk of radio advertising, leav- 
ing 2,000 smaller broadcasters “to 
wither on the vine.” Social and ec- 
onomic issues involved are too im- 
mense to be decided by any auth- 
ority less than Congress, he says. 
Senator Johnson also has notified 
Mr. Coy that he will attend the 
North American Regional Broad- 
cast Conference this fall in an ef- 
fort to convince Mexico, Cuba and 
other western hemisphere nations 
to completely outlaw “super- 
power.” 


Dry groups are mapping a fresh 
drive against whisky, wine and 
beer advertising. At a strategy con- 
ference here recently the National 
Temperance and Prohibition Coun- 
cil resolved: “We deprecate all 
advertising of whisky, wine, beer 
and other intoxicants as devices 
to increase the income of the liq- 
uor traffic despite the plain moral 
and social interest of the people.” 
Drys said they are “particularly 
distressed” at extensive liquor ad- 
vertising in “great magazines of 
enormous circulation” which 
“come into our homes” and “have 
an effect on the thinking and at- 
titudes of our children directly 
counter “to parental instructions, 
the teaching of the public schools 
and church admonitions.” 
see 

Think your car’s about used u? 
The federal government, wh -h 
has about 20,000 passenger ca’s, 
says a car is not ready for repla: °- 
ment until it is six years old, °T 
has 60,000 miles on its spec i- 
ometer. The Budget Bureau, wh'’h 
devised this management rule — 7 
government cars, will soon iss /¢ 
similar “standards” for placem: "t 
of the 60,000 or so trucks wh °h 
Umcle Sam owns. Budget Burea :’s 
six-year, 60,000 mile replacem: 
standard could be of more th” 
casual interest to car-owning bu - 
nesses. Conceivably it could ‘ - 
fluence depreciation scales fT - 
ognized by the Bureau of Intern! 
Revenue for income tax purpos: . 


aee 
Item No. 1 on the agenda of th 


House small business committee 
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now that Rep. Wright Patman (D., 
Tox.) is back at the gavel, is Fed- 
| Reserve Board’s credit re- 
tion “Regulation W.” Patman 
ees with Henry J. Kaiser and 
the National Association of Auto- 
m: vile Dealers who say the current 
i¢-month instalment limit puts 
au omobiles beyond the reach of 
most lower and middle income 
families. So far Federal Reserve 
is sticking to its regulation, assert- 
ing that the recent softening in 
the auto market is just what Reg- 
ulation W was supposed to ac- 
complish. But whether you like 
him or not, trust-busting, fire 
preathing, chain store baiting 
Wright Patman is no easy con- 
gressman to divert. 


C 


‘Auxiliary’ Issues 
4th Dealer Ad Help 
Reporting Service 


Cutcaco—The Publishers’ Auz- | 
iliary’s fourth “Dealer Ad-Help 
Reporting Service,” just issued, 
contains 1,171 listings of manufac- 
turers who supply advertising as- 
sistance to dealers and distributors. 

The service was designed to as- 
sist non-metropolitan newpapers to 
sell more advertising space to local 
retailers and also to aid the news- 
papers in preparing better adver- 
tisements for dealers in the com- 
munity. It was first published in 
mimeographed form a year ago. 

Each listing in the 42 product 
classifications contains the name 
of the manufacturer, the products 
he distributes, the source of the 
ad-helps and the type of materials 
offered. 

The service is sponsored by the 
Auxiliary without charge to either 
the manufacturers listed or the 
publishers who receive it, and is 
available to more than _ 8,000 
weeklies and 1,500 dailies of 25,- 
000 circulation or less. 


Johnson to Benton & Bowles 
as Account Executive 


Henry C. L. Johnson, former di- 
rector of advertising and public 
relations of Rheem Mfg. Co., has 
joined Benton & 
Bowles, New 
York, as account 
executive for the 
electronics group 
of the Crosley ac- 
count and the 
Spencer heating 
equipment divi- 
sion of Crosley. 

Prior to his as- 
sociation with 
Rheem, Mr. John- 
son was adver- 
tising manager 
and publicity director of the ra- 
dio and electronic division of Syl- 
vania Electric Products. 
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Sharp & Dohme Boosts Raitt — 


W. P. Raitt, Kansas City district 
sales manager of Sharp & Dohme, 
Inc., has been appointed sales 
training supervisor, making his 
headquarters at the general offices 
in Philadelphia. 


Appoints Ray Lewis 


Ray Lewis, formerly public re- 
lations director of Foster & Kleiser, 
San Francisco, has joined the head 
office staff of the Anglo California 
National Bank, San Francisco. 


Two Name Sherman & Shore | 


Sovereign Enterprises, San 
Francisco, and California Central 
Air Lines, Los Angeles, have 
named Sherman & Shore, San 
Francisco, to handle their adver- 
tising. 


Kelvinator Receives Award 


A Kelvinator instruction book, 
“Selecting Salesmen; Key to a 
Good Sales Force,” has been 
chosen by the National Society of 


Sales Training Executives as the 


best contribution from its mem- 
bership to the field of sales edu- 
cation literature during 1948. The 
society’s annual sales training lit- 
erature award was presented to 
Henry L. Schmutz, Kelvinator di- 
rector of sales education. 


Names St. Georges & Keyes 


St. Georges & Keyes, Inc., New 
York, has been retained to handle 
the advertising emanating from 
New York and Connecticut of the 
New York, New Haven & Hartford 
Railroad Co., effective March 1. 


Newspapers will continue to be 
used. The Boston segment of the 
account remains with Chambers 
& Wiswell. 


IMPSON-REILLY, 
. Publishers Representatives 
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1. Mystik gets choice spots easily—like this Mystik Canada Dry ad on a 
shopping cart handle. 2. A Mystik die-cut plaque right on your product points 
up sales features. 3. This full-color magazine ad reprinted on Mystik makes 
an easy-to-get-up-display. 4. Mystik Shelf-Ads bound in books are conven- 
ient for salesmen, No waste, 


FREE—Write for MYSTIK samples, Also idea book on cardboard displays of 
all kinds and complete range of services offered by an organization 
geared to handie your entire point-of-sale advertising job from 


creation to distribution. 45 years experience. 


CHICAGO SHOW PRINTING COMPANY 
2639 N. KILDARE « CHICAGO 39 © In New York: 1775 Broadway * Offices in all other principal cifies 


*myYSTIK is the famous, patented printing material 
with the self-adhesive back. It can be printed or 
lithographed perfectly in colors, die-cut to all shapes. 
Because it’s self-stik it gets your point-of-purchase 


message up! 


BETTER LOCATIONS—Yes, you get the choice spots 
at the point-of-sale... places where ordinary signs 
can’t be placed... when you use patented, self-adhe- 


sive MYSTIK because MYSTIK is... 


EASIER TO PUT UP—Just peel off the protective 
backing and press your MYSTIK sign in place. No glue, 
tacks or moistening. And MystTIk stays up fora... 


LONGER LIFE—Neat, durable, many MysTIK 
Messages have been up for years. That means... 


MORE FOR YOUR MONEY—You get more point- 
of-sale material up for a longer-time. Less waste. 


All because MysTIK gets it up! 
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Cameo Curtains Star 


for 28 Minutes 
in Paramount Film 


New York—Movie fans are very 
observant, according to the Cameo 
Curtain Co. Besides watching 
some suspense-filled moments, de- 
scribed by Hollywood publicists 
as “torrid love scenes,” played by 
Loretta Young and Robert Cum- 
mings in Paramount’s “The Ac- 
cused,” the audience has been 
noticing the curtains in the back- 
ground, the company claims. 

As part of its stepped-up pro- 
motion plans for 1949, Cameo Cur- 
tain arranged for Paramount Pic- 
tures to use its patented Shir-Back 
curtains in “The Accused.” For 28 
minutes during this film the action 
takes place in front of these cur- 
tains. 

William Lawrence Sloan Adver- 
tising, New York, Cameo’s agency, 
has prepared an advertising pro- 
gram and kits for Cameo’s 1,500 
deaiers, who are placing local 


Free 


BOOK SHOWS- 


without... 


© Costly consumer advertising 

@ Conventional jobber-dealer setup 
© The expense of salesmen's salaries 
This realistic exposition of the only 
low-cést, short-cut to national sales 


describes the method now used by 
such successful companies as: 


Company Estimated Annval Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow bi 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale . . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 


Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, “How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


+ GATEWAY TO A $5 BILLION MARKET 
20 6. Jocksen Bivd. Chicage 4, Illinois 


newspaper tie-in ads. Dealers are 
using special duplicate displays 
of the curtain in theater lobbies 
and Paramount has alerted exhibi- 
tors with a special announcement 
and section in “The Accused” 
press book. 

The company reports it is being 
flooded with letters from exhibi- 
tors asking for local dealer names. 


ws Cameo plans future tie-in pro- 
motions with Paramount and is 
advertising the plan in the Febru- 


ary issue of Mademoiselle’s Living. 
The company is also using tele- 
vision selective announcements 
and participations on 12 stations 
throughout the country. 


Offers New Product Service 


Science & Mechanics, Chicago, 
has formed a new product service, 
consisting of a special 32-page 
brochure, called “Inventors Sales 
Bulletin,” which gives a list of 106 
firms offering to buy accepted in- 
ventions. Under each firm’s name 
and address is given the type of 


products wanted. Manufacturers, 
at no cost to them, may list the 
type of new products they are in 
the market for. The brochure, at 
$1 a copy, will be published at 
frequent intervals. 


Linco Appoints Parks 


C. A. Parks, formerly assistant 
merchandising manager of the 
western and southwestern district 
of the glass container division, 
Owens-Illinois Glass Co., has been 
appointed sales manager of Linco 
Products Distributing Co., Chicago. 
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Bank Promotes Rod Maclean 


Rod Maclean, advertising dir. - 
tor of the Union Bank & Trust (o. 
of Los Angeles, has been elec eq 
assistant vice-president. He , ||| 
continue to be in charge of ‘he 
banks and bankers department : 14 
advertising director. 


Colby Lighters to Doner 


Colby Lighter Corp., Mt. Ver. 
non, N. Y., manufacturer of Colby 
pocket and table lighters, has 
placed its advertising with W. B. 
Doner & Co., New York. 
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e Is a spread twice as effective as a single page? 


a 


AN ADVERTISING MAN’S QUIZ 


e What do advertising appropriations average in your industry? 

e Which are better read: left or right-hand pages? 

e Where does an advertisement do better: in a thick or thin publication? 
e Who influences purchases in the companies you sell? 

e How should space be divided between copy and illustrations? 


GOT ALL THE ANSWERS? 

Of course not! Neither have we. But we’ve 
been probing away at problems like these 
for many, many months in our “‘Labora- 
tory of Advertising Performance,” and 
we've hit a good deal of pay dirt. 


It’s a continuing project of McGraw-Hill 
Research—a long range program de- 


signed to help make business paper ad- 
vertising still more effective. The results 


are telescoped into data sheets, any of 
which are available to advertisers and 
their agencies for the asking. 


SCOPE OF “LAB” ACTIVITIES 


McGraw-Hill’s “Laboratory of Adver- 
tising Performance”’ is essentially a fact 
finding clinic. Its job is to search out, ex- 
amine, and evaluate the factors that con- 
tribute to the success (or failure) of busi- 
ness paper advertising. 


Ample research facilities are, of course, a 
required ingredient for these continuin 
studies. The “‘Lab”’ is staffed by train 
researchers. They are complemented by an 
extensive field force in close contact with 
Industry and Industry’s sales problems. 


Additional contacts are maintained 
through the handling of special assign- 
ments, such as determining market po- 
tentials and evaluating copy themes, for 
manufacturers interested in business and 
industrial markets. 


MORE FACTS—BETTER ADVERTISING 

All of us—advertiser, agency, publisher — 
have a big stake in better advertising per- 
formance. One way to get it is by increas- 
ing our knowledge of what makes adver- 
tising ‘‘tick.” 

Sound research has contributed much to- 
ward this end. It will, we believe, con- 
tribute a great deal more in the future, as 
experience guides us into better methods 
and results. 


By measuring the factors involved in ad- 
vertising performance—and by making 
our findings available to manufacturers 
and agencies—we hope to provide an in- 
creasingly scientific basis for creating more 
resultful advertising, in business papers. 
This, we feel, is a proper and essential 
pene of a progressive publisher’s service to 
is advertisers. It’s the ney and con- 
tinuing, objective of McGraw-Hill’s “Lab- 
oratory of Advertising Performance.” 


YOUR McGRAW-HILL MAN CAN HELP YOU 


We repeat—we haven’t all the answers. 
But our studies are unearthing a great 
deal of factual data on many of advertis- 
ing’s most important problems. 


Your McGraw-Hill man—out of his‘‘Lab”’ 
reports and data sheets—may be able to 
provide you with some mighty helpful 
information. Ask him, or write McGraw- 
Hill Research, for a copy of the six page 
folder describing some of the data sheets 
that have been developed to date. 


ONE OF A SERIES ON THE “PLUS VALUES” TO ADVERTISERS, OFFERED BY McGRAW-HILL PUBLICATIONS 
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Presentation Shows 
Layout in Miniature 


s¢. Paut—An unusual promo- 
tion piece which shows in mini- 
ature the preliminary layout of 
the special Minnesota Territorial 
Centennial issue has been pre- 
pared by The Farmer, midwestern 
fa1m publication. 

cach page in the issue is 
sketched in rough form, indicating 
the amount and type of editorial 
matter to be included and the rel- 


ative position and size of the ad- 
vertisements. 

“Minnesota’s proud history,” the 
publication comments in introduc- 
ing the presentation, “is the history 
of the Upper Midwest’s businesses, 
its industries, and its tens of thou- 
sands of farms.” The special issue, 
therefore, will be designed to tell 
the story in terms of farm power 
equipment, electrification, the de- 
velopment of farming methods, 
communications, transportation, 
tourist attractions, animal husban- 
dry, farm and home recipes, 


farmsteads, and fashions. 


Daily Ceases Publication 


Daily News, Vineland, N. J., a 
daily tabloid, has ceased publica- 
tion after a seven-weeks career. 
It had been published by the 
Smith Printing House, Vineland. 


To Van Diver & Carlyle 


Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Van Holland Chocolate 
Corp. Consumer publications will 
be used. 


Heeley to Gerth-Pacific 


Robert A. Heeley, formerly in 
the copy department of J. Walter 
Thompson Co. and before that with 
the California Packing Corp., has 
been named an account executive 
in the San Francisco office of 
Gerth-Pacific Advertising Agency. 


Sebel Appoints Gould 
Robert Gould has been ap- 
pointed to handle the sales promo- 
tion and publicity of Sebel Prod- 
ucts, Inc., New York, manufacturer 
4 ‘Mobo Bronco and Mobo Toy- 
oise. 


_- 


This report, cased on further aneiysis of these factors of size of iLine- 
tretion end length of text, shows how different proportions of pictures and 
words effect readership. It points out how « proper balance betecen the tee 
eust be worked out to assure the best use of advertising space. 


INDUSTRIAL AD READERSHIP RATINGS 


Based on Length of Text ond Size of Iiustration 


The chart shows that a¢s sith dowinest 


check indicates the superiority of ade wi 
and detailed, informative copy. 


adjusted statistically for color and bleed 


concerning each ad, “Do you recell seeing 
sere of the copy?” 


aCe me 


long texts (201 to $00 words) are'read by 56 per cent sore people than ade wits 
less-thae-belf-page illestretions ené short texts (120 words or less). This 


The ber chart ratings in each o¢ category are based on average figures 
these are both well-read aad poorly-read advertisements. Ghat each individual 
advertisesent looks Like an@ says is the most ieportent factor. 


These statistics are the result of studying 962 illustrated full-page ads 
ie five iseves of Product Engineering An average cf 220 readers per issuc vere 
O interviewed by the McGrae-Hill Research field staff The readers sere asked 
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. half-page tllestrations aad rather 


th large. informative illestretions 


variables. Ineach group, sateraliy. 
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MANZ KNOWS THE WAY 
TO A MAN’S HEART! 


ea wuHat are the ingredients of 
good sales promotion? One of the 
answers could be summed up in “cre- 
ating more uses for the product.” For 
example: let’s consider a product 
used in cooking. Any company 
manufacturing a cooking ingredient 
would soon be lapped by its com- 
petitors in the race for business if 
it did not constantly search for new 
and better ways for the housewife 
to use its products. Yes, the search 
must be unrelenting and the pres- 
entations to the housewife must be 
attractive. They must spell appetite 
appeal and budget appeal. Recipes 
must be contrived to appeal to the 
family’s appetite and bring joy to 
the budget. 


The research and dietetic depart- 
ments have their jobs cut out for 
them to find those new business 
catchers—and the sales promotion 
department has the job of bringing 
them in all of their lip-smacking 
realism to the attention of the lady- 
of-the-house. Here’s where Manz 
can step in and help in a most con- 
vincing way! 


Every known means has been em- 
ployed to effectively delineate the 
savouriness of freshly cooked foods 
through picture presentation but 
none has been known to surpass the 
method of direct color engraving 
made right from the finished foods 
as originated by Manz. 


Because our kitchens are in the 
next room to our color camera, the 
fresh, tantalizing warmth and spar- 
kle of the subject is immediately 
captured by the Encraver’s CAMERA. 
Emphasis is placed on “ENGRAVER’s 
Camera” because we eliminate any 
and all intermediate photographic 
steps, thus holding closer to true 
realism. Then, to further assure the 
maintaining of the perfect picture, 
Manz has the facilities to print— 
either letterpress or offset—with 
complete adherence to the okayed 
engraver’s proofs. 


All operations are carried out un- 
der the one roof of Manz—creative 
ideas, art work, typesetting, engrav- 
ing, printing and binding—all know 
but one standard of quality and one 
responsibility. 

Perhaps sending copies of a couple 
of recipe books just off the press 
would serve to prove a few points. 
Just write for them or ask a Manz 
man to call. 


Uiny Size Job us 


a Mune Size Soh 


MANZ 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave, 

Chicago 13, Illinois 
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Appoints Hixson-O’Donnell 


Boorum & Pease, New York, 
manufacturer of loose-leaf covers 
and forms and bound books, has 
appointed Hixson-O’Donnell Ad- 
vertising, New York, ‘» handle its 


advertising. 


Chernow Adds Two Accounts 
Train-Ellis, Inc., New York, lin- 
gerie manufacturer, and Kluger, 
Inc., New York, rayon converter, 
have appointed Chernow Co., New 
York, to handle their advertising. 


Intermountain Names Brophy 

John Brophy has been appointed 
promotion and merchandising di- 
rector of the Intermountain Net- 
work, Salt Lake City. 


| 


JAMES D. 
WOOLF 


Copy Consultant 


If you have something impor- 
tant to say, I can say it for you 
supremely well. If you haven't, 
advertising can do little for you. 
Let’s talk it over in your offices 
or in mine at Santa Fe, N. M. 


tte 


Federal Reserve 


WASHINGTON—Despite heavy 
snows, blizzards and adverse 
weather conditions generally in 
the area west of the Mississippi 
(stores in Kansas City, for ex- 
ample, were closed part of one day 
because of a snowstorm), depart- 
ment store sales for the week 


1935-39 EQUALS 100 


Week to Jan. 22, °49* .p231 
Week to Jan. 15, °49*. .244 
Week to Jan. 8, '49*...272 
Week to Jan. 24, ’48*.:.227 
Week to Jan. 17, ’48*. .232 
Week to Jan. 10, ’48*. .251 


*Not adjusted seasonally. 
pPreliminary. 


PSO DE OO SINISE SASS RSS. 


} 


ended Jan. 22 continued at a fast 
pace., 

Sales for the United States were 
2% above the dollar volume for 
the corresponding week of 1948. 


IT’S EASIER TO SELL 
MR. AND MRS. M. D. 


COMFORTS for office, home and family are matter-of- 
course purchases to the average doctor. He rates con- 
veniences as necessities ——and his income backs up his 


buying impulses. 


The State Journals—reaching every member phy- 
sician in 42 states—will certify your sales message 
to this profitable market, whether you sell surgical 
supplies or television sets. 

It takes only one advertising contract to do the job 


in as many Journals as you choose—-one monthly state- 
ment, one piece of copy, one set of driginal plates per 


insertion. 


Why not have a look at our time-saving Space Budget? 
Shows 29 different plans, including one scaled to YOUR 
appropriation! Address request to 


STATE JOURNAL GROUP 


COOPERATIVE MEDICAL ADVERTISING BUREAU 


OF THE AMERICAN MEDICAL ASSOCIATION 


535 N. Dearborn St., Chicago 10, Illinois 
34 Journals Covering 42 States 


KENTUCKY Med. Journal 
MAINE Med. Assn., 

Journal of the 
MICHIGAN State Med. Soc., 


CnpeAmA, Journal of Med. 

ssn. 

ARIZONA Medicine 

ARKANSAS Med. Society, 
Journal of 

CONNECTICUT State Med. 
Journal 

DELAWARE Med. Journal 

DISTRICT OF COLUMBIA 
Med. Annals of 

FLORIDA Med. Assn., 
Journal of 

GEORGIA, Journal of Med., 
Assn. of 

HAWAII Med. Journa! 

INDIANA Stote Med. Assn., 


Journal of 


Journal of 


Journal 


Journal of NORTH CAROLINA Med. 
IOWA State Med, Soc., Journal 
Journal of NORTHWEST MEDICINE 
Med. Soc., (Oregon, Washington, 
Journal of Idaho & Alaska) 


MINNESOTA Medicine 
MISSOURI State Med. Assn., 


NEBRASKA State Med. 


NEW ENGLAND Journal of 
Med. (Mass., New Hamp.) 


NEW JERSEY, Journal of 
Med. Soc. of 


NEW ORLEANS Med. ond 
Surgical Journal 


(MORE DOLLARS) 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn., Journal of 

SOUTH DAKOTA Journal of 
Med 


TENNESSEE State Med. 
Assn., Journal of 

TEXAS STATE Journal of 
Med. 


VIRGWNIA Med. Monthly 
WEST VIRGINIA Med. 
Journal 


WISCONSIN Med. Journal 


Figures on Department 


Ai a Sa 
Store Sales 


The sales index of 231 compares 
favorably with both the 227 of 
last year and the 220 of 1947. 

Most impressive increases were 
recorded by the Richmond district, 
up 18%, and the Boston district, 
up 16%. Among the cities, Wash- 
ington scored a 22% increase and 
Springfield, Mass., a 21% rise. The 
only cities east of the Mississippi 
which had sales losses were Roch- 
ester, Syracuse, Columbus and 
Chicago. 

Of the five “western” districts, 
Kansas City and San Francisco 
suffered most from weather, with 
losses of 8% and 7% respectively 
on the year-to-year comparison. 
Greatest city decline was that of 
Oklahoma City, off 20%. 

Sales during the third week of 
January are usually at the lowest 
point reached during the first six 
months of the year, in stores re- 
porting to the Federal Reserve 


Board. 
% Change from 1948 
Week Ending 

Federal Reserve Jan. Jan. 
District and City 8 15 22 
UNITED STATES 
Boston District 
New Haven 


ES SEES 12 19 13 
Springfield ........... 51 19 21 
Providence ........... 17 15 17 
New York District ...... --1 r5 1 
PD  cccécegene sien 6 r-2 1 
Pt Séseagtectset.s 7 ¥22 10 
i TO ‘ctbnavces vec --4 r4 1 
DED. £0.60 s 008) oes 18 r7 —2 
NN PO Pee 9 4 --3 
Philadelphia District .... 6 7 5 
Philadelphia .......... 4 5 1 
Cleveland District ....... 13 ll 10 
EE Tae ess bws o' Fe ee de 14 11 13 
ee 4 4 12 
er 14 10 & 
CE -. + ob ec ewew e's 6 14 5 -—4 
. ¢ as 9 2 10 
ET -Sve os i. cues 18 21 16 
Richmond District ...... 9 r9 18 
Washington .......... 14 13 22 
EE Lo. aS & oe 6 tly 36 6 3 14 
Atlanta District ........ 3 r6 7 
Birmingham .......... 35 80 17 
ST a ak 55 Fed 0004 oe —T —9 s 
ER cehinicht. 66d é's0 2 1 9 4 
New Orleans ......... 5 11 14 
ST bce ss » ois 16 17 
Chicago District ........ 13 r8 0 
nr Cis chee i s¢0006 21 11 -—1 
Indianapolis .......... 13 3 11 
ee 10 8 2 
Milwaukee ........... 1 19 3 
St. Louis District....... 10 3 —2 
SS eae 16 4 4 
DEED “Sedeotss cece 4 5 7 
OS aa 11 1 — 6 
TE OT Pe 7 1% 8 
Minneapolis District ....  * bd s 
Minneapolis .......... ° ° * 
tt ET <. anton bb oo 94> s ° * 
Duluth-Superior ...... * ° ad 
Kansas City District .... r8 -—12 —§& 
SE a 8666066. 0 90.58% 8 5 3 
WD sn cin A006 vo cgted gs —21 2 
Kansas City .......... 18 —18 —18 
RO See arr 13 —19 —2 
Oklahoma City ....... 8 —30 —20 
A latina nenads +4000 14 —15 2 
Dallas District ......... 11 ~A - 2 
PT CR Ves dane ccccas 4 —I11 —5 
Wert Werth ccccccesss 9 0 --1 
MOU a bkwa ee cccces 23 3 18 
San Antonio ......... 19 —18 —I7 
San Francisco District... 11 r0 —7 
Los Angeles Area..... 14 —2 —6 
yl a 8 10 --1 
San Francisco ........ 16 16 0 
ree 5 --3 —138 
Salt Lake City........ 0o—165 —14 
BOER «chars ibberee >. 7 —2 —12 
r—Revised 


* Data not available. 


Contest Opened to Find 
Ad Woman of the Year 


The Council of Women’s Adver- 
tising Clubs, Advertising Federa- 
tion of America, has announced 
the opening of its second annual 
contest to select the advertising 
woman of the year. The award will 
be made at the federation’s annual 
convention in Houston, May 29- 
June 1, to the advertising woman 
who, in the opinion of the judges, 
has contributed the most during 
her career to the growth and de- 
velopment of advertising and the 
people in it. 

Nominations, which must be in 
by April 1, should be sent to the 
Council on Women’s Advertising 
Clubs, AFA, 330 W. 42nd St., New 
York 18. 


Joins Cappel-MacDonald 
Jack D. Hershey, formerly sales 


promotion manager and advertis- 
ing director of the Dayton Rubber | 
Co., Dayton, has been named to) 
act as administrative director of | 
the creative phase of the business | 
of Cappel-MacDonald & Co., Day-| 
ton, creator of sales incentives and 
prize contest plans. 


WKOB Mysteriously 
Quits Broadcasting 


NortH ADAMS, Mass. — Station 
WKOB has gone out of business 
for an unannounced reason, after 
having operated as a daytime sta- 
tion for 17 months. 

Announcement of the suspension 
of operations “through circum- 
stances over which we had no con- 
trol whatsoever,” came at the end 
of a normal broadcasting day. It 
was made in behalf of the three 
owners, John T. Ward Jr., George 
W. Fisher, and E. B. Cureton Jr. 

Opened by Ward, Cureton and 
Fisher on Aug. 7, 1947, as the Citi- 
zens Broadcasting Co., the station 
was sold last October to a new 
company headed by Herbert L. 
Wilson of Washington, D. C., and 
Rutland, Vt., subject to FCC ap- 
proval. 

The FCC said it has received a 
telegram informing it of the cessa- 
tion of operations, but did not dis- 
close the reason. It said the license 
would be returned to the FCC. 

Although Wilson was operating 
the station pending FCC approval 
of the sale, the license was held by 
the original owners, all of whom 
have since left North Adams for 


»;employment elsewhere. 


The 250-watt station, which op- 
erated on a frequency of 860 kc., 
employed 11 persons, all of whom 
were notified of the cessation of 
operations the same day that the 
station shut down. 


ABC Names Francis 


Vincent A. Francis has been ap- 
pointed San Francisco sales man- 
ager of American Broadcasting Co. 
and Stations KGO and KGO-TV 
in San Francisco. A network sales 
representative, he succeeds Kirk 
Torney, who resigned to set up a 
television set sales company in 
San Carlos. 


To Terrill Belknap Marsh 


Cliffside Body Corp., New York, 
manufacturer of custom built 
truck and moving van bodies, has 
appointed Terrill Belknap Marsh 
Associates, New York, to handle 
its advertising. 
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Remington Names Coleman 


R. H. Coleman, former assist pn} 
director of sales of Reming op 
Arms Co., Bridgeport, Conn., as 
been appointed director of s; \es 
of the company. Dewey Godf: -y. 
former western regional sa es 
manager, succeeds Mr. Coleman as 
assistant director of sales. ‘| 
changes in the company wire 
brought about by the recent de: th 
of Bernard Earl Strader, who y. as 
a Remington vice-president «44 
director of sales. 


Dubin Gets Toy Account 


Dubin Advertising, Ine., Pitis- 
burgh, has been appointed to h:n- 
dle the advertising of J. Halpern 
Co., Pittsburgh, toy manufacturer 
Trade publications and direct raj] 
will be used. 


Babcock Elected to Board 


Richard J. Babcock, national ad- 
vertising sales manager of Farm 
Journal, Philadelphia, has been 
elected to the board of directors. 


Hardware Show Scheduled 


The 1949 National Hardware 
Show has been set for Oct. 12-15 
at - Grand Central Palace, New 
York. 


a 


DOUBLE the 


EYE-APPEAL 


- 
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VISUAL SALES MATERIAL 


ALBUMS OF CLEAR 
ACETATE ENVELOPES 


Covers are made of good looking, durable 
Bestex artificial leather. Stocked sizes are 
9"x 11” and 1112"x 14”. Other sizes to 
order. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhances and Protects your Presentation! 
Acetate envelopes also supplied separately. 
Ask for quotation. 


GLENFIELD PLASTICS, INC. 
35 DeWitt St., Beaver Falls, N. Y. 


( Advertisement) 


Advtg. Agency Clashes 
with Publisher Client 


Rumpus Over Change In 
Magazine Campaign 


Unique Ad appears 


Albert Frank-Guenther Law, 
Inc., long a top advertising agency, 
and its client, B. C. Forbes & Sons 
Publishing Co., publishers of 
Forbes Magazine of Business and 
the distinguished new Nation’s 
Heritage, disagree on the efficacy 
of a double page spread in this 
issue of “Age”. The spread is as 
bare as the midriff of a girl clad 
in a French bathing suit. 

For the past year, Forbes’ 2-color 
spreads tied up spectacular illus- 
trations and pungent copy with its 
big selling slogan “POWER TO 
MOVE THE MIGHTY AT MIGH- 
TY LOW COST”. Forbes’ “unique 
closeness” to its top businessmen 
readers was highlighted with pic- 
tures of chief executives of lead- 
ing corporations, accompanied by 
glowing testimonials on the help- 
fulness and value of the magazine. 
Agency copy men sweated out 
neatly turned phrases like, “To- 
day with more than 100,000 circu- 
lation, Forbes penetrates to the core 
of the management field—tthe deci- 
sion-makers of management”. Al- 
lotted ample space, art and copy 
departments went to town... ran 
a comparative table in every spread 
proving that a whole year’s cam- 
paign of page ads costs less in 
Forbes than in 5 other leading 


business magazines. (Forbes costs 
$10,260 vs. $71,370 in the most ex- 
pensive.) The account executive 
and his cohorts can’t see buying 
2 full pages and leaving them prac- 
tically nude. They would rather 
continue to fling adjectives about 
the advertising economy of Forbes 
— prove that it reaches key execu- 
tives without circulation waste 

But Malcolm Forbes, in charge 
of Forbes promotion, argued that 
putting the four key points of the 
business magazine’s sales story in- 
to one ad lost readers; that he 
thought few would take the time 
to absorb a detailed presentation. 
He favored a “spread” just featur- 
ing, as does the Ladies’ Home Jo.r- 
nal, one line of copy— “For! °s 
provides POWER TO MOVE THE 
MIGHTY AT MIGHTY LOW 
COST.” The agency felt this slogan 
should be documented, as in ‘1¢ 
past, with some statistical proof 
and top-executive endorsemer ‘s, 
which bulge the files at Forbes. 
They also felt the table showi1g 
comparative costs should wind 'P 
the story. 

The result is a “blank-page ca °- 
paign”. The agency in protest 1 
the publisher’s dictum is marsha !- 
ing proof of results achieved »>Y 
its previous campaign. Consid: °- 
able discussion will continue amo '& 
advertising men generally as ° 
the actual worth of what is b- 
lieved to be the largest blank spa ° 
magazine advertisement ever pu: - 
lished. 
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Four Lord & Thomas 
Shows Still on Top, 
Lasker Points Out 


New Yorxk—Albert Davis Lasker 
-who can’t resist an occasional 
jook and listen at advertising now 
and then, even though it’s six 
years since he dissolved Lord & 
Thomas—read the current net- 
work Hooperatings the other day, 
and was pleased to note that L&T 
started four of the current top ten. 

The four are Walter Winchell, 
Bob Hope, “Mr. District Attorney” 
and “Amos ’n’ Andy.” 

Winchell, Mr. Lasker recalls, 
made his network radio debut for 
Lucky Strike cigarets in 1933. 
“Amos ’n’ Andy,” Hope and “Mr. 
D. A.” all began their network 
radio careers, in turn, for Pepso- 
dent—“Mr. D. A.” being a sum- 
mer replacernent for Hope. 

Although L&T was agency for 
both RCA and NBC, and a big 
buyer of time and producer of 
shows on NBC and other net- 
works, Mr. Lasker was said to 
have been opposed to advertising 
agencies’ invasion of “show busi- 
ness.” 

But he adds today, “I guess I 
knew something about radio.” 


s L&T was succeeded on Jan. 2, 
1943, by Foote, Cone & Belding. 
None of these four is now pro- 
moting FC&B products. In Lever 
Brothers’ shifts last fall, Bob Hope 
moved to Swan soap (Young & 
Rubicam) and “Amos ’n’ Andy” to 
Rinso (Ruthrauff & Ryan). After 
many years of work for Andrew 
Jergens Co. (Robert W. Orr & As- 
sociates), Winchell went to work 
last month for Kaiser-Frazer, 
through William H. Weintraub & 
Co. “Mr. D. A.” is now promoting 
four Bristol-Myers products—Sal 
Hepatica, Ipana tooth paste, Buf- 
ferin pain reliever and Sentry hair 
cream—through Doherty, Clifford 
& Shenfield. 

FC&B’s sole member of the top 
ten today is “My Friend Irma,” a 
CBS-developed package show 
which is now promoting Pepsodent. 

But for the year 1948, FC&B still 
ranked among the first three agen- 
cies in network time expenditures. 


American Can Boosts Staley 


A. C, Staley Jr., sales manager 
of the metropolitan New York dis- 
trict, American Can Co., has been 
appointed assistant general man- 
ager of sales of the company. 


Hull Transferred to N.Y. 


Dana Hull, on the Philadelphia 
sales staff of Farm Journal, has 
been transferred to the publica- 
tion’s New York office. 


Perfect For 
PREMIUMS 


e+ Pp 
ae ~ 


~ 


“eonardo Da Vinci’s famous 
painting beautifully repro- 
‘uced on 10” plate in full 
olor. Border in warranted 
23-karat gold. Mr. Premium 
Buyer—the only new idea in 
a decade, 


Write for details and 
illustrations. 


SANDERS MFG. CO. 


Plate Dept. 1 
'24 4th Ave., $., Nashville, Tenn. 


Signs 3 for NRI Service 


Kenyon & Eckhardt and Ruth- 
rauff & Ryan have purchased the 
new National Nielsen Radio Index 
service. Esso Standard Oil Co. 
and Standard Oil Co. of New Jer- 
sey have signed jointly for the new 
service. 


Broadcasters Name Bartley 


Arlette Bartley has been ap- 
pointed acting secretary of the 
Southern California Broadcasters 
Association, replacing Ethel Bell 
Mack, who has resigned. 


Boosts Norman and Warren 


Doriald A. Norman has been 
named assistant manager of 


WNBC, WNBC-FM and WNBT) 


(TV), New York. He formerly 
was sales manager for the NBC 
stations. John C. Warren, an ac- 
count executive, will replace him 
as sales manager. 


Cinetech Co. Formed 

Cinetech Co., 106 West End Ave., 
New York, has been organized to 
produce live commercials for tel- 
evision. 


Will Air 500-Mile Race 


Perfect Circle Corp., Hagers- 
town, Ind., will sponsor the 500- 
mile Indianapolis Speedway races 
for the fourth consecutive year 
over the Mutual network on Mem- 
orial Day. More than 500 stations 
will be linked for the event. 


Dunlop Plans Campaign 
Dunlop Rubber Co. Ltd., Lon- 
don, has appointed Hewitt, Ogilvy, 
Benson & Mather, New York and 
London, to handle its account. A 
trade campaign for rubberized clo- 


thing is being launched in this 
country. Plans for other products 
and media here have not been 
completed. 


When you! Remember 
anced WM. F. RUPERT 
RECENT - | compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
LISTS CH 2.3757 


\ Like many trees in 
our own forest reserves, our business has now been 


growing for fifty years. Thanks to three fundamental 
factors, that growth has been substantial. These are 
abundant natural resources and power, fine craftsman- 
ship and the cherished confidence of our customers. 

Through a half century of service to the 
printing, publishing and other major industries, an or- 
ganization-wide determination to make good paper has 
guided the steady improvement in the quality of Oxford 
Papers. It has inspired the development of new products 
and has expanded the service range of our many coated 
and uncoated grades. 

As a result, Uxford’s modern pulp and paper 
mills and new machines are today more fully prepared 
than ever to help the buyer of paper meet the growing 
challenge of his markets for more exacting quality and 
performance. 


Oxronp PAPERS 


230 Park Avenue, New York 17, N. Y. 


Mills at Rumford, Maine and West Carrollton, Ohio 


Distributors in 48 Key Cities 
Coast to Coast 
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A TREND BUILT 


Advertisers step up the Chicago Tribune’s total 


advertising linage to the largest 
volume ever printed by any publication 


in the world _. 


7 1938 
1933 19,206,873 LINES 


15,801,051 LINES 


Advertisers in 1948 placed in the Chicago Tribune 42,681,608 lines of advertising. This was 
the largest volume of advertising ever placed in a year in any newspaper—or any other publi- 
cation—in the world. 


It was 7,608,190 lines more—21.7% more—than any other newspaper in the United States 
printed in 1948. 


It represented a gain of 5,135,971 lines, or 13.7%, over the Tribune’s total in 1947 and a 
gain of 9,829,626, or 29.9% , over the Tribune’s volume in 1946, in both of which years the 
Tribune also led all other newspapers in the world in advertising volume. 


How advertisers have appraised the Tribune’s increasing ability to help them get their full 
share of the sales growing out of Chicago’s wider distribution of spendable income is shown 


below. 
TRIBUNE LEAD OVER TRIBUNE % 
NEXT CHICAGO PAPER OF LEAD 
Total advertising 23,236,738 lines lead 119.5% more 
Retail advertising 11,164,160 lines lead 103.5% more 
General advertising 3,310,598 lines lead 87.7% more 


Classified advertising 8,228,629 lines lead 200.0% more 
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1943 


24,263,295 LINES 


PF | 
42,681,608 LINES 1 


For the third year the Chicago Tribune carried more advertising linage than any other 
publication in the country—and received in 1948 more advertising income than any other 
advertising medium with the exception of 2 National Magazines and 2 Radio Networks. 


The reason for the trend shown here is not hard to 
find. It grows out of the effectiveness and economy 
with which the Chicago Tribune enables advertisers 
to develop an important segment of America’s buy- 
ing power. 


Every day of the week, the Tribune delivers an 
assured constant audience of readers who account 
for the bulk of the buying in the multi-billion dollar 
Chicago and suburban market. 


In addition, the Tribune has unique regional in- 
fluence which builds consumer favor and dealer sup- 
port thruout the greater Chicago territory which 


contributes a sizeable share of the total national 
sales volume. 


Consider the dollar volume, the millions of trans- 
actions, represented by the millions of dollars which 
advertisers spent for the 42,681,608 lines of adver- 
tising they placed last year in the Chicago Tribune. 


Then consider: Is your Chicago Tribune schedule 
an adequate one? Are you taking full advantage of 
your opportunities in Chicago?—-the market which 
during each of the past three years has attracted to 
the Chicago Tribune the largest volume of advertis- 
ing printed by any publication in the world. 


Chicano Tribune 


THE WORLD'S GREATEST NEWSPAPER 
Average net paid total circulation for the year 1948: Daily, Over 975,000 — Sunday, Over 1,625,000 
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Video Set Boom 
May Hurt Other 
Big Appliances 


White Says Hard Goods 
Volume Advanced 
at Expense of Luxuries 


Detroir—Rapidly increasing tel- 
evision set sales may bring about 
a serious decline in sales of other 
major appliances, said Joseph H. 
White, Chicago marketing con- 
sultant and head of Joseph White 
& Associates, in a speech before 
a meeting of the Detroit chapter 
of the American Marketing As- 
sociation. 

In release of a new analysis of 
non-farm purchasing power avail- 
able for and devoted to home 
furnishings and appliances, Mr. 
White also asserted that the hard 
lines boom in 1947 took place, pri- 
marily, at the expense of liquor, 
recreation, personal service and 
similar purchases (not food, shel- 
ter, cars or clothing)—and that 
hard goods producers will have 
to do a better job of selling the 
public than these competing lines 
to hold their ground. 

The “Discretionary Spending 
Power Guide,” containing the tab- 
ulations from which Mr. White 
drew his conclusions, is a com- 
plete revision of a similar study 
made by his organization early 
in 1947 (AA, June 23, 1947). 


s At that time, he declared that 
many manufacturers were seri- 
ously overestimating the “spare 
money” available to buy their 
products, and that, despite in- 
creases in income, there has been 
a real decline in “discretionary 
purchasing power” for urban fam- 
ilies since 1939. 

Basic to the conclusions is his 
concept of the dual nature of the 
available buying power. Mr. White 
divides the market between the 
large number of consumers who 
were forced to be one-at-a-time 
buyers, and the small minority 
who could be multiple purchasers. 

A decline in purchases of home 
furnishings and appliances could 
take place, he says, as much from 
lack of desire to buy on the part 
of those who have the purchasing 


WILL YOUR NAME 
BE REMEMBERED 
© 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or. Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
a razor blade with a safety 
handle, refillable, assorted 
colors, Imprinting 2 or 3 
lines. Lasting reminder. 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 "Plastic Eye"’ 
(straight) model or the No. 
122 “Super Right Angle” 
with belt clip. Lustrous col- 
rs, stunning design, pre- 
focused with nickel plated | 
solid brass reflector. Shatter- § 
proof lens. Memory-wise, the 
last word in thoughtfulness, 


Ask your favorite specialty jobber to 
show you the long line of GITS Quality Plastic Products, 
or write 


direct 
4600 W. HURON ST., CHICAGO 44, ILL. 
Manufacturer of the famous Gits Savings Bonks, 
Games, Letter Openers, Key Holders, Poker Chips, 
Stir Sticks, Etc. 
CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street. Toronto 
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power as from the lack of pur- 
chasing power itself in the lower 
income brackets. 

Principal method of Mr. White’s 
analysis is his technique cf “peel- 
ing down” the total income of 
each income group as priority ex- 
penditures take their share of the 
total. Food, shelter and auto up- 
keep and purchase, for example, 
are “primary expenditures.” 


es When these three items, plus 
savings, are subtracted from the 
income of non-farm families ap- 
proximately the same proportion 
of income remained, whether the 
year was 1939, 1941, 1946 or 1947. 
The remainder ranged between 
46 and 49%, for all income groups. 

The remainder of the family in- 
come, or “pool for secondary ex- 
penditures,” as Mr. White calls 
it, increased from $31.5 billion in 
1939 to $72.4 billion in 1947. In 
1939, it was divided thus: 14% to 
home furnishings and appliances; 
24% to clothing and 62% to all 
other expenditures. In 1947, how- 
ever, it had shifted to 20%, 27% 
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the new 1949 


Studebakers 


~ 


ANOTHER ‘STUDEBAKER YEAR’—That’s the promise in this full-color center spread 

Studebaker Corp., South Bend, Ind., will run during February in five national 

magazines, augmented by full-color pages in other publications, extensive news- 

paper copy and radio newscasts. Roche, Williams & Cleary, Chicago, handles 
the account. 


and 53%, respectively. slump in the recreation, liquor, 

The decline in the percentage of | travel and similar industries. Top 
total income devoted to “all other|income groups dropped their 
expenditures” accounts for the/spending for such items from 


Advertising Age, February 7, | 49 


about 60% in 1939 to about «27 
in 1947, with a _  proportio: ate 
shrinkage at all other income .y. 
els. 


a To maintain their gains, \, 
White concludes, hard goods nr in. 
ufacturers must intensify their e- 
forts to make the people who } ive 
the purchasing power avail ble 
want new kinds of items or »- 
proved model replacements op 
present equipment, and make the 
items most desired by the nm ar- 
ginal, one-time buyers availible 
at a price where more of such 
families can afford them. 

Mr. White offered a tabulation 
of the increase in total experdi- 
tures between 1939 and 1947 to 
support his conclusions. This table 
showed an increase in total ex. 
penditures of 93% from ’39 to ’47 
(in dollars of equal purchasing 
power). This increase was com- 
posed of a 28% increase in aver- 
age expenditures per family unit, 
plus an increase of 50% in the 
number of units in the market. 

In addition, he divides the 
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“Its nobodys business but my OWN... 


A workman himself, the Old Man knew when 
to overlook a hangover or an offday due to famil) 
trouble...but he fired and gave raises withou! 
asking leave of lawyers or grievance committees 
And kept somebody sick or injured on the payro!! 
—with workmen’s compensation, union contracts. 
and group insurance no part of the deal. 

‘In later years, when he gave everybody a wee! 
off with pay in summer and another at Christma: 
... the help thought he was Santa Claus! 


When you see the Company’s square mile of 
factories, its sales offices all over the map...it’s 
hard to believe that the Old Man begau with a 
backyard machine shop, a little borrowed money 
and a lot of nerve. 

No doubt about it, at the start he stretched his 
credit skin-tight, often gambled on late mail trains 
to make his checks good...but in his day credit 
ratings usually came from banks, and bankers still 
used their own judgment. 


) 


If the inventory got uncomfortable, there was 


“ Personnev” was a foreign word, and employee 
welfare plain common sense—not the name of a 
department! The Old Man’s first workers were men 
he knew... and they sponsored the later ones. 
Management was a personal matter. 


no FTC or Robinson-Patman Act to discourage an 
extra discount for a fast order. 

“Merchandising” hadn’t been minted...bu! 
the Old Man was always smart in giving the trad: 
something new before sales started slipping... 


Not Lend Lease. .. any longer! We 


just give away billions in materielto help _ feature in Nation’s Business! 


See Washington Letter, most influential 


armies of thirty countries! If you pay taxes, 
read “How Many Armies Do We Need?” 
by William Bradford Huie... 

Can’t tell where it hurts!... Home 
wave kits put out chair maker—who 
specialized in beauty shop chairs! .. . 
Work relief—at $1 an hour in Dayton... 


“Dirt Will Tell Your Fortune”’. .. 
startling news about soil by J. D. Ratcliff... 
“They Licked Distribution in Rochester” 
...0r how to make more jobs with more 
jobbers by M. T. Bloom... and a dozen 
additional articles of immediate interest 
in the February Nation’s Business... 
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arount spent per family or unit 
ec n year into four classes: $75- 
¢|. 0; $150-$300; $300-$700; and, 
ovr $700. The increase or de- 
cy ase in buying in each class 
frm "39 to *49 was: minus 20%; 
pl s 9%; plus 198%, and plus 
10 %, respectively. 

Since the greatest percentage 
increase (198%) took place in the 
$30-$700 class, and since many of 
the available television sets fall 
in this price range, he concludes 
that large increases in the sale 
of video sets (or any other single 
bie-ticket item) will result in de- 
clining sales of other large ap- 
pliances. 


Ransohoffs Names Kimball 


Abbott Kimball Co. of California 
has been appointed to handle the 
fashion’ magazine advertising of 
Ransohoffs, San Francisco wo- 
men’s apparel store. 


Linen Appoints Weisberg 


Linen Embroidery Co., New 
York, has appointed Albert Weis- 
berg Advertising, New York, to 
handle its advertising. 


Woman Wins Fidler 
Kids Day Contest 


HoLLywoono—Mrs. William J. 
Smith of Indianapolis won the 
$33,000 offered in prizes for the 
winning slogan in Jimmie Fidler’s 
contest for the Kids Day Founda- 
tion. Her slogan: “Child by Child 
We Build Our Nation.” 

Fidler announced that more than 
400,000 entries were received with 
$200,000 in contributions. He pro- 
moted the contest on his Sunday 
night show for Carter Products on 
the ABC network. 

Mrs. Smith won a furnished 
house and a lot, groceries, mink 
cape, car, swimming pool, piano, 
watch, radio-phonograph and me- 
chanical workshop. 


ALL’S NOT PURE GOLD 
IN RADIO CONTESTS 


Des Mornes—The Des Moines 
Register last week reported that 
a Shenandoah, Ia., woman who hit 
a radio jackpot of $30,000 last 
summer has come to realize she 


won’t get nearly so much. 

The woman is Mrs. Bessie Law- 
rence, and she wrote a winning 
statement in the Abbott and Cos- 
tello Kid Show competition. The 
Register reported that Mrs. Law- 
rence claimed she had never re- 
ceived three of the prizes—a $5,000 
mink coat, $1,250 diamond ring or 
$1,000 worth of two Abbott and 
Costello film prints. 

However, the Register reports 
Lou Costello’s denial that Mrs. 
Lawrence could not get the coat. 
She demanded $5,000 cash, he 
said, and the coat was ready for 
her. The company offering the ring 
as a prize had gone out of busi- 
ness, he said. And the two prints 
of Abbott and Costello movies 
weren’t worth $1,000, he said. 


‘Ladies First' Signs Wilco 


Wilco Co., Los Angeles, manu- 
facturer of household products, 
has signed to sponsor three quar- 
ter hours weekly on “Ladies 
First” program over the full Don 
Lee network. Elwood J. Robinson 
Advertising Agency, Los Angeles, 
is the agency. 


2 Join St. Georges & Keyes 


William L. OBrion, formerly in 
the merchandising department of 
Newell-Emmett, has joined St. 
Georges & Keyes, New York 
agency, in a similar capacity. Mrs. 
Juanita de Berg, formerly an as- 


sociate copy director of Duane' 
Jones Co. and Paris & Peart, has| 


joined the agency’s copy staff. 


Hanau Appoints Warner 


Hanau Engineering Co., Buffalo, 
manufacturer of dental apparatus, 
has placed its advertising with 
Harold Warner Co., Buffalo. Den- 
tal publications and direct mail 
will be used. 


Blair Corset Names Frankel 


Blair Corset Co., manufacturer 
of Fashion Hour foundation gar- 
ments, has named Jones Frankel 
Co., Chicago, to handle its tele- 
vision advertising. 


‘Liberty’ Moves LA Office 


Liberty has moved its West 
Coast advertising office, formerly 
located at 619 S. Olive St., Los 
Angeles, to 9171 Sunset Blvd., 
Hollywood 46. 


And a product change, or even a new line, didn’t 
necessitate shutting down or expensive tooling. 

Late in 1906, the industry thought the Old 
Man was slipping when he signed a big cut throat 
contract below cost... Then the 1907 Panic hit! 
He cut wages fifty cents a day, broke even—and 
kept people working that terrible year! 


For years, the whole office force was three 
people and Mr. MacGillever, the bookkeeper. 

Taxes meant taking the town assessor to lunch 
once a year to argue the valuation of plant and 
property... Payrolls were all cash, no checks, no 
“deducts,” no series of separate accounts and 
records... Inventories, progress reports, time cost 
analyses—the Old Man took a walk through the 
place and found out for himself! 

The few stockholders got such fat dividends in 
the good years, they didn’t dare complain in the 
bad...Sales, net worth, profits, were privy only to 
MacGillever and the Old Man. If anybody was 
ill-advised enough to ask about such matters, he 
told them it was nobody’s business but his own! 


Tu Old Man’s grandson, Company VP today, 
thinks his grandfather had it pretty soft! 

Because today, nobody’s business is his 
own... but open to government, unions, 
credit associations and others... run with 
legislated restraints and interminable reports 
...and subject to changing conditions and 
complexities grandfather never imagined. 

So today, for business men Nation’s Business 
takes on more meaning and value than any other 
business publication currently issued. 


Nation’s Business is not primarily a medium 
of news or vehicle of current information . . . no 
compendium of markets, no compilation of prices, 
no how-to manual. It concentrates principally 
on 1) Interpretation and 2) Significance. 

It is not much concerned with what has just 
happened—but why...and more concerned with 
the major influences affecting next year. 

It likes the long view, in time to afford a long 
look...tries to chart a course rather than throw 
out a life raft. Most of the topics troublesome to 
business at present were indicated and appraised 
in Nation’s Business months ago. And the regular 
reader of Nation’s Business rarely finds himself 
unaware of the trend or at a loss to explain the 
turn of events ... can usually plan ahead rather 
than compromise afterwards. 


Dounce a job duplicated by no other business 
publication, Nation’s Business today far exceeds 
any other business publication in circulation and 
influence among business men. 

And with 650,000 circulation—all advance 
paid subscriptions—Nation’s Business not only 
reaches the majority of the men making decisions 
in business management, but affords the 
most comprehensive coverage among all 
classifications of business... And makes its 
majority market available to the advertiser 
at lowest cost! 

Issued monthly, it doesn’t crowd the 
reader... or pile up unread—vital factor 
for advertisers to the business market today! 

Maybe you should know more about Nation’s 
Business?... Call the nearest office. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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here's an unwritten law in our 
plant that, regardless of its size, any 
job worth printing deserves the best 
possible engravings . . . for true 
reproduction. That's why we, always 
have equal respect for the towering 
and the tiny; use equal care in pro- 
ducing the smallest and largest, 

the simplest and most complicated 
plates. That’s why our customers 
...ffom wee companies to huge 
corporations... are equally pleased 
with the results. They also appre- 
ciate the fine photographic, art and 
retouching services that are always 
available. If you, too, want full 
value for your engraving expendi- 
tures, writé, wire or ‘phone... 


ARTISTS * ENGRAVERS 


ia, Illinois 
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Young Criticizes 


' Bra, Beer, Whisky 
' and Other Ad Copy 


PHILADELPHIA — Advertising 
agencies handling liquor, beer and 
» brassiere accounts were taken to 
task here by John Orr Young, 
founder of Young & Rubicam and 
now head of his own New York 
public relations firm, at a special 
meeting of the Philadelphia Junior 
7 Advertising Club. 
A “Bra advertising is disillusioning 
by its very frankness,” he said. 
: “Another year or two of the pres- 
ent vogue and the lads will have 
little curiosity left.” 

However, liquor and beer adver- 
tising are headed for trouble, he 
warned. Competition in those in- 

.  dustries is no doubt responsible 
for the present series of excellent 
newspaper ads featuring illustra- 
tions of boys and girls having a 
happy time in swankier saloons, he 

* said. 

He severely criticized the Cal- 
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_ KWK-your 
signal for 
good listening 


Radio Station KWK, St. Louis, is 
now operating with an increased 


night-time power of 5000 watts. 


This increased power makes it 
possible for your story to reach 
thousands of new listeners in the 


« large, rich St. Louis market. 


Poul H-Raymer 


* REPRESENTATIVE 


vert “Men of Distinction” series of 
whisky ads, saying they have been 
bowling over the youth of the 
nation. 

He recommended that the mem- 
bers of the brewing industry and 
their advertising agencies should 
confine their copy “to the adult 
approach.” 


ws Mr. Young referred to other ad- 
vertising methods—such as news- 
paper, magazine and radio com- 
mercials which offer “atom type” 
premiums to youngsters as “mak- 


ing it tougher for the advertising 
of the future.” 

For example, he said, a young- 
ster is promised a snake-eye ring 
with atomic propulsion for a box 
top and 10¢, and then gets a cheap, 
broken piece of junk. “When ex- 
aggerated claims are made for a 
product, the youngsters are fooled 
only once,” he said. “As they grow 
older and have more dimes to 
spend, they carry cynicism with 
them. Why not give them more 
respect for advertising. Then they 
will become better consumers of 


advertised goods.” 

Mr. Young also criticized large 
advertisers for not giving small 
agencies an opportunity to bid for 
new accounts. 


Publishes ‘Oak Ridger’ 


A new daily, The Oak Ridger, 
owned by Mr. and Mrs. Alfred G. 
Hill of Chester, Pa., has begun 
publication in Oak Ridge, Tenn., 
appearing five afternoons, Monday 
through Friday. Don McKay, for- 
merly with the Chester Times, is 
publisher. 
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Day, Duke & Tarleton 


Opens Toronto Branch 


Day, Duke & Tarleton, N.w 
York, will open a Toronto bran-) 
early in February under the mz )-. 
agement of Peregrine Acland. } 5, 
the past six years Mr. Acland } ,s 
been a senior member of the s: «. 
retariat of the Prime Minister of 
Canada. 

Prior to going to Canada in 
1942, Mr. Acland spent 20 yezrs 
working with advertising agenc es 
in the United States and Cana ia, 
at one time with J. Walier 
Thompson Co. 


Rural Bankers Doing Lot protein Shortt 


Of Business Out on Farm 


Leeding rural benkers are du- We 


bide men, ‘ho work 
farmers 


A 
directly w..n 

Roy E. Young, Citizen Na 
Bank, Decatur, ii. 
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4-H Club Work Pays Off 


of Mary Ann Enalebrecht, who 


lives near Jefferson City, in wildlife conservation 
au article in the March issue of 
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Gi bert Promotes Five 
L. Trisch, vice-president and 
eral manager, has been named 
h executive vice-president of A. C. 
\- Gilbert Co., New Haven, Conn., 
games and toys. Kenneth P. Fal- 
8 lon, Viee-president and eastern 
Ce sales manager for the United 
of States and Canada, has been ap- 
pointed general sales manager, and 


Ww gel 


in c. A. Jay, sales manager of the 
rs American Flyer scale model train 
es division, has been named sales 
‘a, manager of the company. J. A. 


er Wall, office manager, has been 
made sales administration mana- 


ger, and John Ohls, in the adver- 
tising and sales department, has 
been named assistant sales mana- 
ger. 


Caldwell Quits All-Canada 


S. W. Caldwell has resigned as 
manager of the program division 
of All-Canada Radio Facilities 
Ltd., Toronto, to form his own 
organization, specializing in syn- 
dicated radio features. Stuart Mac- 
Kay, formerly manager of Sta- 
tion CKRM, Regina, has been 
named to succeed Mr. Caldwell as 
manager of the program division. 


|{Washburn-Wilson, 


Nat'l Biscuit Push 
Related Item Offer 


Moscow, Ipano—Following up 
highly successful sales tests, Wash- 
burn-Wilson Seed Co. and Na- 
tional Biscuit Co. will unite forces 
during February and March in a 
related item promotion of Wash- 
burn’s dried beans and peas along 
with Premium crackers. 

Charles J. Holcomb, Washburn’s 


sales manager, said test store dis- 
plays proved that combination of- 
fers of crackers with dried beans 
or split peas sent grocers’ sales on 
these items up from 102 to 189%. 

Display material tying in with 
color magazine advertising is be- 
ing distributed by National Bis- 
cuit salesmen. Washburn-Wilson 
copy in the February Good House- 
keeping features chile con carne, 
spotlighting Washburn’s kidney 
beans and Premium crackers. In 
March, the featured dish will be 
shown in Ladies’ Home Journal— 


“According to Capper’s Farmer.:.”? 
“Capper’s Farmer says...” 


,.» from an article in Capper’s Farmer? 


in America. 


Yes, Capper’s Farmer is often quoted—more, 
in fact, than any other farm publication. 
Because editors everywhere respect Capper’s 
Farmer as an authority on farm practice, 
with a lifetime record of significant, down- 
to-earth information. These editors, like 
Capper’s Farmer’s own readers, believe in 


the magazine. Believing it, they quote it. 


Such quotable material, too! Not just 
theory, but theory proved in practice—on the 
farm and in the farm home—seen first-hand 
by Capper’s Farmer field editors. 

Each time this material is quoted, it adds 
more weight to the influence of Capper’s 
Farmer—and the advertising it carries. And 
being most-quoted is only one of the BIG 10 


Capper’s Farmer advantages... 


CAPPER’S FARMER’S BIG TEN 


1. Largest rural publisher 


2. Richest farm market in 


the world. 
3. Best coverage buy. 
4. Quality circulation. 


5. No mass small-town 


circulation. 


6. Farm-tested editorial 


material. 
7. Reader confidence. 


8. Merchandised editorial 


content. 


9. Market dominated 
by farmers. 


Most quoted farm magazine. 


only Capp ers Farmer 


Topeka, Kansas 


split pea soup made with Wash- 
burn’s and again linked with Pre- 
mium crackers. Blow-ups of both 
ads will be distributed to gro- 
cers. 

J. Walter Thompson Co. handles 
the Washburn-Wilson account. 


Universal Raises Lipton 


David A. Lipton, for the past 
three years executive coordinator ( 
of advertising and promotion of 
Universal-International Pictures, 
New York, has been appointed 
national director of advertising 
and publicity, succeeding John 
Joseph, who has resigned after 
serving in that capacity for 11 
years. Prior to his affiliation with 
Universal, Mr. Lipton was na- 
tional director of advertising and 
publicity for Columbia Pictures. 


Promotes Ralston Coffin cue 
Ralston H. Coffin, who for the a te 

past four years has been associated 

with the Nabisco group of National 

Biscuit Co. at McCann-Erickson, 

New York, in a merchandising ca- 

pacity, has been appointed ac- 

count manager for Nabisco crack- 

ers, cookies and dog food. 7 


Be DOES THE 
WORK OF 


No, we’re not cutting down 
on our printing costs... 
it’s just that store personnel 
are so eager to read the 
National Grocers Bulletin 
that each copy is read and 
re-read by four people, 
from the store-owner him- 
self right down to his stock 
clerks. 


For a repeat-audience of 
240,000 READERS 


NATIONAL 
GROCERS 
BULLETIN 


NATIONAL GROCERS BULLETIN 
360 North Michigan Avenue, Chicago 1, Illinois 
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three times 


This little story has to 


ADVERTISING AGE 


“FOR HALF THE COST... 


who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: ) 


produced by the other paper. 

In recapitulation, the advertiser reported: 
for about half the cost, ADVERTISING AGE pro- | 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!" 


do with a classified advertiser 


produced 32 sales against 18 


“Thus, 


“Advertising Market Place” | 


No. 3239. How to Control Coop- 
erative Dealer Advertising and 
Advertising Allowances. 

After you go through all the 
creative and mechanical grief of 
preparing mats, and merchandis- 
ing them to dealers, how can you 
be sure of what is being used, 
where it is being used, and by 
whom? How can you tell whether 
or not your recommended prices 
are being quoted? How can you 
make certain that “advantage al- 
lowance” ads actually run—and in 
the sizes specified? You'll find the 
answer in this unusually readable 
24-page booklet, “Research Serv- 
ices,” prepared by the Advertis- 
ing Checking Bureau. 
No. 3240. Advertisers Rate and 

Data Guide. 

This is E. H. Brown Advertis- 
ing Agency’s 24th annual tabula- 
tion of rates, circulation, issuance 
and closing dates of general, farm, 
mail order and direct selling pub- 
lications. The booklet includes dis- 
play and rotogravure section rates 
and classified advertising data for 
leading newspapers. 


No. 3241. Market Study of Office 
Equipment and Business Sta- 
tionery. 

To gauge the market for bus- 
iness machines, bond paper, sound- 
proofing and the many other and 
varied products and types of 
equipment, this study, issued by 
The Office, analyzes the office 
worker population of the country, 
providing new information on the 
number of office workers; the 
classifications into which they fall, 
and the numbers in each; the ra- 
tio of office workers to total num- 
ber of employes in specific in- 
dustries, and many other details. 


No. 3242. Advertising and Selling 
to the Allied Process Food 
Plants. 

In this booklet, American Miller 


& Processor analyzes the milling 
plants that use similar methods 
and in many cases identical equip- 
ment in the processing of all types 
of grains and oil seeds—a market 
now spending more than $290,000,- 
000 annually for modernization and 
maintenance. The publication de- 
scribes its editorial approach, and 
coverage of the market. 


No. 3243. Route Guide to the Gro- 
cers and Meat Markets in 
Grand Rapids. 

Grand Rapids, Mich., is divided 
into seven routes in this new 
salesman’s guide, issued by the 
Grand Rapids Press, which pro- 
vides the names and addresses of 
all classifications of grocery out- 
lets in the city. Each store is 
marked to indicate its type, and 
wholesale grocers, national and 
local chains, wagon jobbers and 
food brokers are listed in the di- 
rectory. 


No. 3244. Across the Years. 


The history of Rapid Grip & 
Batten Ltd., Toronto, and the pro- 
gress of the graphic arts industry 
in Canada are recorded in this 
extremely interesting brochure 
published in celebration of the 
company’s 75th anniversary. U. S. 
advertising people who, even 
though familiar with this com- 
pany’s work, may have wondered 
about its name, will find an in- 
teresting story behind its origin 
and the developments and merg- 
ers that formed the present com- 


pany. 


No. 3224. 15 Years of Public Ser- 
vice. 


Celebrating its 15th anniversary, 
U. S. News & World Report has 
issued this handsome brochure to 
mark the event. It outlines the 
publishing theme and editorial 
policy, and makes a pledge for the 


future. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Il. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 
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RATES. 75¢ per line; ‘minimum charge $3. 


HELP WANTED 
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POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Chicago business paper, publishing two 
weeklies and two monthlies, has place 
for copy desk editor. Main duty is copy 
reading, but variety of other work in- 
side and outside is involved. This is 
good opportunity for man with right com- 
bination of abilities. 
Box 9977, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 8S. State St., HA 17-2063, Chicago 


WANTED: PACKAGING SALESMEN 
Sell Weinman Transparent Plastic Boxes 
and Cans to many industries. Commiss- 
ion basis. Mention territory covered 
and lines. now selling, when writing. 
WEINMAN BROTHERS, INC. 325 Nor 
Wells Street, Chicago 10, Ill. 


Industrial Cepywriter 
Adv. Production Mgr 
Copywriter Trainee-Deg 
«= Layout Artists—Top Salaries 
SHAY AGENCIES 
30 W. Washington Chicago 2, Il. 


Advertising Speciality Salesmen to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
Exclusive territory. Prefer experienced 
men now handling other recognized adver- 
tising display items. Write for details and 
samples. Rosco Manufacturing Company, 
439 Central Avenue, Rochester 5, , A 


Mid western trade paper publisher has 
unusual opportunity for space man in 
New York territory. Give full background 
and details first letter. Confidential. 
Box 9983, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


Aggressive Steady top flight adv. space 
salesman experienced weeklies, monthlies, 
trade publications acquainted Midwest 
States agencies and contacts seeks top 
flight position. Comm. basis. Write: 
x 9976, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Art Director and Executive 
One of the few policy-level executives 
in this business with working back- 
ground in top caliber art direction. 
Creative ability geared to visual con- 
cepts in selling and their acceleration 
into finished, comprehensive campaigns. 
Have scored with fashion, industrial and 
general national accounts and publica- 
tions. Thoroughly experienced in all 
phases of graphic arts production. Seek- 
ing live-wire situation where percentage 
of company stock will combine with min- 
imum salary requirement of $25,000. 
Age 35. All replies confidential. 

Box 9978, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


INDUSTRIAL ADVERTISING MANAGER 
Young man, 10 years with natl. 4A rated 
bus mach manuf. Assume full responsibil- 
ity for budget, adv, publicity, direct mail, 
sales promotion and trade conventions. 
Married. Able to relocate. Available in Mar. 
Box $979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Veteran Public Relations Man— 
with long list of successes—now at top 
of his productivity—wants a new job. 
Now employed. Will join agency, corpor- 
ation, institution or association. Able 
executive and contact man—excellent 
writer and director. Can assume complete 
charge of magazine or house organ. Per- 
sonality clicks with clients and associ- 
ates. Long experience and mature views 
are valuable assets to any young agency. 
Salary requirements moderate in view of 
what is offered. No promiser—a producer. 
You’re going to like this man. 

Box 9982, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Artist 
Whanted 


Advertising Agency located in small Ohio 
city near larger centers has unusually 
attractive opening for top-flight artist 
who can do both layout and finished work. 
At least 10 years of agency or related 
work necessary. National accounts. Pub- 
lication and direct mail. 


Box 7268, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


JR. EXECUTIVE—YOUNG IN YEARS: 
(24), old in experience, (2% yrs. Produc- 
tion & Traffic mgr. top 4A agencies.) Not 
a college grad., but it doesn’t show. Sin- 
gle. Brimming over with enthusiasm and 
ideas on advertising. Prefer ass’t adv. 
mgr. position or connection smali branch 
of good agency. Can do production, client 
contact, write copy. Ready to settle down 
to a lifetime job for $4800 and a.future. 
Locate anywhere, including Chicago! 

Box 9981, ADVERTISING "AGE 

100 E. Ohio St., Chicago 11, Ill. 


ABLE AD GAL 
Exp. ad manager Chicago and N. Y. 


Over-all planning, copy, layout, pro- 
duction. Hand) al lines mdse. 
fashions, hdwe, etc. Chicago area. 


Box 9984, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
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POSITIONS WANTED hg 


YOUNG WOMAN, 6 yrs. exp. copy, _ y- 
out, production. Agency, corporation, : 4) 
order (furniture, medical, gen. md _; 
No laundry, go home nights. Chic 
Box. 9980, ADVERTISING AGE 
____ 100 E. Ohio St., Chicago 11, Ill. 


~~ REPRESENTATIVES AVAILABL! 


~~ Established Space Representative | 
Available For Permanent Affiliatio 
with a reliable publisher of influe: ja) 
consumer, trade or industrial pub) «a- 
tions. District is east of Chicago ng 
west of Alleghenies. This area p)! ces 
great volume of profitable advertis ,. 
but, it requires alert and frequent «. jes 
attention. 
Box 9970, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS ig 
Carteons for Advertising 
Cartoon art and selling copy created for 
media adv., outdoor posters, televis:on. 
Cartoon Adv., 1475 Broadway, N. \ 
Krom-a-Tone Post Cards 
Newest, most economical way t 
display any product. 
Samples on Request 
Graphic Arts Photo Service 


Box 365-A, Hamilton, Ohio. 


BRITISH PUBLICATIONS FOR AMERICAN EXPORTS 


Catherine St, London WOs, Bd 1” Musas 

ne mdon : 

Leslie. Adv. ‘Dir John B. : 

i architectural and Bui 
h world wide oR 


BAoHINE SY LLOYD (OVERSEAS - 
TION) —Alt. W—6, Cavendish Place, = 


don Wi. Ed. James F. Driver. Adv. Mer 
M. L. Layton. Engineering export journal in 
English- SFremin covering British Empire 
Western Hemisphere. 


MACHINERY LLeve (CONTINENTAL 
EDITION ) —Alt. —6, Cavendish Plac. 
London 1. Ed. } F. Driver. Ady 
Mer. M. L. Layton. Engineering _expor: 
journal in English-French covering Europe 
MACHINERY MARKET Est. 1879 W-- 
Wardrobe Chamber or°4. ueen Victoria 


St., London EC4. fdwin Culley 
Adv. Mer. Henry Young. Britains leading 
business ineering journal with wor) 


wide readersh ip. The sales supplement is the 
largest of any other engineering journal. 


BRIT AIN’S LEADING 


PUBLISHED EVERY FRIDAY 


Established 1879 


BUSINESS ENGINEERING JOURNAL 


ANNUAL SUBSCRIPTION 30/- 


This Journal with its world-wide readership, provides a unique medium to manv- 
facturers and all who use or handle machinery and engineering material. 
1 


%& The weekly classified Sales S 


g@ @ very voried selection of 


engineering plant and material for Sale, Wanted, and for Auction, is the largest 


of any other journal. 
Published by:— 


The “Machinery Market” Ltd., 146a Queen Victoria St., London, E.C.4. Tel.: City 1643 Grams: Wadham, Cent, London 


Britain is Conservative! 


For 106 years “THE BUILDER” has been established as the Leading Weekly News- 
paper for the Architectural Profession and Building Industry. Read and quoted by 


architects, contractors and merchants, 


and the Pacific. 


“THE a ae has a World- - 
tion List covering Europe, Africa, Asia, U.S.S.R., Lt hoe 


. & S. America, Australia, India 


CIRCULATION AND INFLUENCE BRINGS REMUNERATIVE RETURNS 
Space enquiries to:—Advertisement Director, 


THE BUILDER, LTD. 


The Builder House, Catherine Street, 
Aldwych, London, W.C.2, England. 


e WANTED 
EXPERIENCED 
COPYWRITER 


MINIMUM SALARY 


$5,000 


This job calls for a copywriter 
with experience in writing copy 
for newspapers, radio and 
magazines ... a livewire idea 
man who can head-up copy 
department. Well established, 
nationally-recognized agency. 
Permanent to right man. State 
age, experience, when able to 
start, and salary desired, This 
job is calling you. Action is 
needed . . . Don't hesitate to 
answer. Our staff knows of this 
advertisement. Replies confi- 
dential. Box 7262, Advertising 
Age, 100 E. Ohio St., Chicago 


11, Mlinois. 


I've done some selling ideas ''big enough 
to stand on their own feet."’ I've DON 
some and I've GOT some. Logically, then, 
the place for me is the agency “that so 
consistently creates such advertising,''— 
AND YOU KNOW WHO | MEAN, EVEN 
WITHOUT YOUR SIGNATURE. 


Box 7263, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


For SPARKLING LAYOUTS 


with a deft, imaginative 
touch . . . designer, top 
agency will free lance. 


ADVERTISING AGE 
Box 7266, 330 W. 42nd St. 


New York 18, N.Y. 


Now available... 
Los Angeles only 


MATURE AGENCY 
EXECUTIVE 


Successfully headed middlewest adver- 
tising agency for 15 years. Experienced 
working with top business heads. Under- 
stands finance and management prob- 
lems. Good salesman—good creative 
thinker. Accustomed to comfortable 
earnings but willing to prove his worth 
to others. Especially qualified for im- 


portant-account contact work. Financially 
able to participate in ownership if de- 
sired. Box 7264, Advertising Age, 100 
E. Ohio Street, Chicago 11. 


DESIRABLE EXECUTIVE 
OFFICES AVAILABLE 


We now have available beautifully 
appointed offices particularly adapt- 
able for an advertising agency or art 
studio. 


Approximately 1800 square feet of 
space, constituting the entire third 
floor of a modern small building on 
Chicago’s near north side. The entire 
area is carpeted, and luxurious 
drapes and Venetian blinds are al- 
ready installed. 


To see this space, call Mr. Ty!er, 
WHitehall 4-4666. 


WANTED 
MANAGEMENT JOB 


ADVERTISING « SALES « PUBLIC RELATIONS 
Administrator of Award winning adver- 
tising, public relations and market re- 
search programs; nationally recogn “ed 
as author and speaker. Excellent exp«ri- 
ence in graphic arts, sales managem«nt. 
contact work. Young, versatile, eae! 
presentable and Protestant, willing to 
work in low five figure bracket. In «r- 
views solicited with agency or advert ¢!. 


Box 7267, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 


WANTED — A 
SOLID OPPORTUNITY 


Ad & promotion executive, str s 
background of 13 years with m °° 
orgs., plus 5 years agency train &- 
Heavy petroleum and auto prod: ‘ 
experience. Now ass’t sales & ad m: \- 
ager, midwest manufacturer. Able « - 
fine personality. Un’ 
Box 7260, AD TI - 
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Wars peach of an idea! A child's tooth brush with a two-note 
wtustle built right into the handle’ Get one for your youngster 
today... at your drug counter. End-tuft design with natural 
bristles. Pro-phy-lac-tie Brush Co., Florence, Mass. 


WHISTLER—This ad will appear in the 

March 7 issue of Life to introduce Pro- 

phy-lac-tic Brush Co.’s new whistle brush. 

Good Housekeeping, Ladies’ Home Jour- 

nal, Look and Parents’ Magazine also 

will carry the ads. Lambert & Feasley, 
New York, is the agency. 


Pro-phy-lac-tic 
Whistle Toothbrush 
Set for Campaign 


FLORENCE, Mass.—Pro-phy-lac- 
tic Brush Co. will introduce a 
1ew whistling toothbrush for child- 
ren with a half-page color ad in 
the March 7 Life. The initial ad 
will be followed by insertions in 
Good Housekeeping, Ladies’ Home 
Journal, Look and Parents’ Mag- 
izine. The whistle brush has a two- 
note whistle built into the handle. 

“Brush, then blow,” is the slo- 
gan the company is promoting. 

Wholesale drug houses are tell- 
ing druggists about the new tooth- 
brush by equipping "phone solici- 
tors with whistle brushes in their 
telephone order rooms. 

The 15-second ’phone commer- 
cial tells druggists to “Listen. 
(Whistle brush is blown.) That 
was Pro-phy-lac-tic’s whistle 
toothbrush for children. It’s 
brand new and red hot. Nationally 
advertised in five magazines—sells 
for 29¢. How many deals do you 
want?” 

Ads will also appear in 14 busi- 
ness papers. Lambert & Feasley, 
New York, is the agency. 


Pepsi-Cola Gets Bireley's 
Los Angeles Franchise 


Pepsi-Cola Bottling Co. of Los 
Angeles has acquired the Los An- 
geles County franchise for Bire- 
ley’s bottled beverages, a division 
of General Foods Corp. Pepsi- 
Cola will bottle Bireley’s orange, 
grape, grapefruit and berry drinks 
andi distribution will be consoli- 
de'\ed, with trucks carrying both 
B.veley’s and Pepsi-Cola through- 
ou’ the territory. 

‘ith the sale of the local plant, 
Bircley’s has-completed its pre- 
Viously announced plan of retiring 
from localized bottling activities 
in order to devote full attention to 
the manufacture and sale of con- 
ce..trate on a national basis. 


Gudebrod Appoints Ramsdell 


Lee Ramsdell & Co., Philadel- 

ia, has been appointed by 
‘udebrod Bros. Silk Co., Phila- 

lphia and New York, to handle 
‘e advertising of its surgical 
S tures. Hospital, medical and 
‘ rgical trade publications and di- 
'-ct mail will be used. 


-/TIK Appoints Forjoe 
WTIK, Durham, N. C., has ap-]| 
sinted Forjoe & Co., New York, 


') its national representative. 


ee 
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‘Liberty’ Names Davidson 


Preston L. Davidson, formerly 
on the western advertising staff of 
Liberty, has been named western 
manager of the magazine with 
headquarters in Chicago, suc- 
ceeding F. E. Crawford Jr., who 
has joined American Legion Mag- 
azine. 


Two Join Hickerson 

Rolf Fjelde and John Patrick 
Maloney have joined the copy 
a of J. M. Hickerson, Inc., New 
York. 


‘Skyways’ Names Bennett 


Alfred B. Bennett, formerly head 
of Bennett Air Services, Inc., and 
director of sales of Aeronca Air- 
craft Corp., has been appointed ad- 
vertising manager of Skyways, 
New York. 


Hickok Raises Kittredge 


E. Herbert Kittredge Jr., who 
has been assisting in the manage- 
ment research department of 
Hickok Mfg. Co., Rochester, since 
1946, has been named director of 
market research of the company. 


‘Times’ Advances Young 


Clem Young, who has been 
handling department store adver- 
tising, has been appointed in 
charge of automotive advertising 
of the New York Times. 


India Newspapers Merge 

Civil & Military Gazette, La- 
hore, India, and the Daily Gazette, 
Karachi, India, merged Feb. 1 
into the Civil & Military Gazette. 
The two publications will publish 
simultaneously two editions daily, 
one in Lahore and one in Karachi. 


The Gazette Sunday Digest will 
be published as usual. Clartex 
Corp., New York, is the publica- 
tion’s exclusive advertising rep- 
resentative in North America. 


TWO COINCIDENCES 


of Significance 


to Advertisers 


of 215.4%. 


255.8%. 


Coincidence No, 1: 
Since 1940, expenditures for industrial 
advertising in TIME have increased 


INCREASE IN EXPENDITURES 
FOR MANUFACTURING 
PLANTS AND EQUIPMENT 


As everyone knows, U.S. business 
in 1949 can be bigger than ever before 
in America’s history. 

Take U.S. plant capacity, for ex- 
ample. In 1940, 2.6 billion dollars 
were spent for new manufacturing 
plants and equipment; in 1948 the 
figure was 8.2 billions—an increase 


Sie Oe 
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1940 


INCREASE IN 
INDUSTRIAL 
ADVERTISING 
IN TIME 


$8.2 billion 


1948 1940 


1948 


(Figures for occupations and plant expansion are from Government sources.) 
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Another vast change has taken 
place—this one in the number of per- 
sons employed by business in “‘man- 
agerial jobs.” 

The general population has in- 
creased since 1940 by only 11.9%, 
and the entire working population by 
only 32.8%. During this same period, 
however, the number of persons em- 
ployed in “managerial jobs” in manu- 
facturing alone has increased 91.9%. 
(They number about 1,500,000 today.) 


Coincidence No. 2: 

Since 1940, TIME’S circulation has 
increased 114.3% —to more than 
1,500,000. 


INCREASE IN THE NUMBER 
OF MANAGERIAL PERSONNEL 
IN MANUFACTURING 


1940 


INCREASE IN 


About 
j 500,000 


1940 


1948 


TIME CIRCULATION 


More than 
1,500,009 


1948 


THE WAY TO REACH 
TODAY’S big EXECUTIVE AUDIENCE 


%* You can reach a great many managers through all the 
categories of U. S. business in TIME. For there are more 
than a million TIME-reading men in business. 


ADVERTISING OFFICES: Atlanta, Boston, Chicago, Cleveland, Detroit, Los Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Montreal, Toronto, London. 


Raia 


JE: Eo, Saas Ee pele iy See ae A te try pet es 5 iets ee Fi Fae Mar, 4 Pe om! TR As OF etna Wit oot aaa © a) a a. RS eee oa, DEE OS ee Roe i ee neg So ak Sg see 
2 : ee — 
Bee 
1449 Alvertising Age, February 7, 1949 37 Pees 
. a 
2. rn >: i -<: ) iE: | oe 
y- 
40, ais 
i BRUSH THEIR TEET 4 Rd RSET a 
i ¢] ; of 
nd a bate = 4 ‘leatied ps 
lag q ae 
, = o \ , a ® : 1h ” 4 a 
S.:les Y ¢  adpdises aa 
XS ‘¢ GB. Fe. ‘Ss 4, 4 + a, me 
‘EG ea SEE + a 
<= & 2 a ain 
2. _ A A ’ eam 
a wo | tT TI TE TE POE TE EE LTE SOME 2 EO ESS ANE SME ETI: Soy TEE TI ies 
! for ze —_- eas 
sien. ‘ pe ’ : . aes» 
ions re rr ae 
< , ii 
rn (HERES 4 WHISTLE 1W THE HANDLE! ) cate. 
ce 
lv ; ——/ 
4 7] aS e—. 2’ on ’ 
~ ae Ss . | 
7. (ae 
ng ere 4 
he : - a eee 
ii 
VAL 
any. 
in of P + 
rgest : 
a 1.0 million 
den $1 
| , uP | 
: 255.8% 7 
la ; ie bs 
UP ae Sate 
idl en 3 
are 32.6 billion Ti $3.12 m ee 
: : 2 
— —_ Se 
pt- : = 
of ‘ 5 hia ial 
eee 
ir ’ _ 
on ) 
ire : 
us Be ae 
get ae 
91.9% Mei 114.3% = 
— id ee q eee ee fe: : oe te " He bias si 
. ie je ¥ A ee e ei; «; re : aa 
INS a eee 
er- emit 
re- E a a : 
ed l Rice 
nn . —————— 
er, baeae SE ak . he a 
to to eae 3 et y — ii 
¥ a * ie 4 ie - 
aot ee ean 
meee : ie 
” gee 7 
‘ ee a 
; mek 
- ae 
+ ae 
Se fo eres ret ae ea me So cate 2p asin es me Ro aa pe ss zs ber: Pairk. 2 ae ian eat ete, aa Sree ea : : Bes a: AiG Fae : S, mae ne ae y fe a _ Pin gt see fee an SM die teat Sele re ‘ - ee ce Pease yp Beer I ante # a opaaee 


38 
Kimball Appoints Pierce 


Russell Pierce, formerly vice- 
president and co-founder of the 
Argentine branch of J. Walter 
Thompson Co. and later manager 
of its San Francisco office, has 
been named vice-president in 
charge of advertising and public 
relations in the Los Angeles of- 
fice of Abbott Kimball Co. of Cali- 
fornia. 


Newspaper Men Reelect Best 


Robert D. Best, publisher of the 
Everett Herald, has been reelected 
president of the Allied Daily News- 
papers of Washington. Alex F. 
Ottevaere, business manager of the 
Bremerton Sun, has been reelected 
vice-president. 


Appoints Erwin, Wasey 


Crosse & Blackwell, Baltimore, 
has appointed Erwin, Wasey & Co., 
New York, to handle advertising 
for kippered herring and herring 
in tomato sauce; Keiller’s Dundee 
marmalade, cake and shortbread. 
Other Crosse & Blackwell products 
will continue to be handled by 
VanSant, Dugdale & Co., Balti- 
more. 


Edward McKanna Resigns 


Edward McKanna has resigned 
as executive director of the Cali- 
fornia Apparel Creators, Los An- 
geles, because of illness. He will 
not be replaced. William Kent has 
been added to the staff as public 
relations representative. 
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Top Salesman in the Dakota Market 
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The Dakota Farmer TODAY is the most effective advertising, 
merchandising and editorial influence in the Dakotas. 


FIRST in America’s fifth 


farm market. 


FIRST in circulation and 


concentrated readership. 


FIRST in 1948 lineage in- 


crease of all semi-monthly 
farm papers. 


FIRST in 1948 total ad- 


vertising lineage, at commer- 
cial display rates, from the 
Dakotas and Minnesota. 


The top salesman in the Dakota 
market Today reaches 100,000 
Farm Families who read and 
respond to The Dakota Farmer. 
Your advertising message in The 
Dakota Farmer reaches 70% of 
all Farm Families in the Dakotas 
Today! 


J. P. MALONEY, Advertising Manager 
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Newspaper Guild 
Urges Joint Firm 
to Get Newsprint 


Unions and Publishers 
Would Unite to Curb 
‘Super Profiteering’ 


New York—American News- 
paper Guild has just published a 
detailed study on “The Newsprint 
Problem: Ten Questions and An- 
swers,” by Clara H. Friedman, 
which urges the cooperative action 
of newspaper publishers and 
unions to form an American 
counterpart to the British News- 
paper Supply Co. to assure an ad- 
equate supply of newsprint at 
reasonable prices. 

Such action, the author says, 
would free the newspaper publish- 
ing industry from the “gray mar- 
ket—through which $10,000,000 to 
$20,000,000 a year is being diverted 
from newspaper revenues to the 
pockets of profiteers. .. Now is the 
time for the newspaper industry to 
face the realities of the newsprint 
problems and to act for protection 
of the future of newspaper prop- 
erties and the jobs of newspaper 
workers.” 


sw The report points out that “the 
deterioration of the British press, 
in size, circulation and newsprint 
consumption, is primarily due to 
inability to get adequate supplies. 
But (in Britain) the problems 
which plague newsprint consum- 
ers in the U.S.—price, distribu- 
tion, alert representation on news- 
print problems—have been averted 
by the intelligent functioning of 
the Newsprint Supply Co. The 
greater resources of the U.S. press 
would free it from the _ initial 
restrictions operating in the British 
newsprint scene, and cooperative 
action would offer greater bene- 
fits” in this country. 

The study, completed last Oc- 
tober, emphasizes “a pressing 
shortage of newsprint” through- 
out the world, and asserts that 
“price and production behavior in 
the newsprint industry is charac- 
terized by concerted price-fixing 
and attempts to restrict output.” 
Such actions by the newsprint in- 
dustry have “not been offset by 
unified action from the newspaper 
publishing industry.” 


es The Guild report says that, 
whereas “the mass of small pub- 
lishers do not use enough news- 
print to exert any decisive influ- 
ence on the market, large publish- 
ers are inhibited from challenging 
newsprint producers by their in- 
dividual dependence on outside 
newsprint supplies, their financial 
ability to meet costs for urgently 
needed newsprint tonnage, and 
the absence of leadership (by) 
American Newspaper Publishers 
Association.” 

New sources of supply, the 
Guild concludes, could be devel- 
oped, “principally in Alaska, which 
would relax American dependence 
on Canadian newsprint and con- 
tribute to easing of the critical 
world shortage.” 


Nat'l Paper Names Eckert 


George W. Eckert, formerly sales 
manager of Marcal Paper Mills, 
Inc., has joined National Paper 
Corp. of Pa., Ransom, Pa., as di- 
rector of sales. Prior to his associ- 
ation with Marcal, Mr. Eckert 
o— ten years with Scott Paper 

oO. 


Wood Joins Ketterlinus 


Rusling Wood Jr., former ad- 
vertising manager of Central Paint 
& Varnish Works, New York, has 
joined the New York office of Ket- 
terlinus Litho. Mfg. Co. as a sales 
and service representative, 


Advertising Age, February 7, 1.49 
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Teleradio Mans Corner 


The other weekend in Manhattan, CBS convened its 
second television clinic and told the radio boys what to ex- 
pect. The picture was still a disturbing one for radio broad- 
casters who didn’t have $450,000 on them to set up television 
shop, assuming they could get a license from the FCC after 
the current “freeze” is lifted, say, next May. 


The money-source question haunts not only the local sta- 
tion but the networks (with the possible exception of NBC) 
whose dreams of breaking even are troubled. It also clouds 
all other media. Whence cometh the dough for costly 
television programming? More and more its promoters speak 
of video as a “sales” rather than an “advertising” medium, 
because it can exhibit product-in-use, make an actual 
sales demonstration... For this reason alone, video has an 
appeal to local department stores which radio never had 
and, knowing this, newspapers are conspicuous among those 
applying for television licenses. 


One strain currently strong among professionals who 
watch television closely is this: With a few exceptions the 
programs are remarkably mediocre and imitative one of the 
other and of long-familiar radio, vaudeville and dramatic 
stage formulae. This does not imply lack of popularity, since 
the public is seldom as demanding or fault-finding as the 
professionals. Yet it is worth putting into the record the 
disappointment felt at this point in the unfolding story by 
creative people, advertising and entertainment alike. Tele- 
vision lacks sparkle in its own right. It succeeds best as 
eavesdropper at public events, is clumsiest at news, in most 
of its dramatics and in a good many of its attempts at im- 
promptu informality. Bright-boy Bob Smith of “Howdy 
Doody” fame and Milton Berle as TV’s most versatile per- 
former have given hints of how good video might be but on 
the whole isn’t. 


Some midwestern radio men came away from the CBS 
television clinic with the impression that on the whole video 
program quality was around the 1925 level of radio. And 
that, not to labor the obvious, isn’t good enough for sophis- 
ticated 1949. 


Gold Seal Boosts Dinesen 


Leo G. Dinesen, district mana- 
ger of Gold Seal Co., in Minneapo- 
lis-St. Paul, has been advanced to 
merchandising manager, with 
headquarters in the executive of- 
fices in Bismarck, N. D. 


To Kelly, Zahrndt & Kelly 


E. Y. McNamara, formerly with 
the Post-Tribune and News-Tri- 
bune, Jefferson City, Mo., has 
joined the public relations staff 
of Kelly, Zahrndt & Kelly, St. 
Louis agency. 


Readers who snap at headlines must be caught with 
compelling words set to catch and hold attention. The type 
faces and sizes, letter and line spacing, line lengths and 
breaks, must be calculated as closely as a hunter sights a 


moving antelope. RTK typographers have learned how . . . 
in the only possible way . . . by setting thousands of 
eye-stoppers for leading agencies and advertisers. 


RTK 


RUNKLE+THOMPSON* KOVATS «INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 NORTH DEARBORN STREET © CHICAGO 10 
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MARKETING WINNER —Don 
monaging director of the All-Year Club 
of Southern California, receives the 1948 | 
Award for Leadership in Marketing from 
Jessie Locke Moffett, president, southern 
California chapter of the American Mar- 


Thomas, 


keting Association, for initiating a 
spread-the-vacation movement. 


Longer Resort, 
Travel Seasons 
Urged by Thomas 


Los ANGELFs—If the spread-the- 
vacation movement, which he in- 
troduced in 1946, is promoted suc- 
cessfully, it will have wide effects 
upon travel and resort advertising 
as well as transportation and re- 


ing idle, or not profitably used, 
| while excellent conditions for a 
vacation exist all around it.” 

Advertising of the All-Year Club 
is now devoted almost entirely 
to a year-round appeal. 


San-Nap-Pak Begins Drive 

for Lydia Grey Tissues 
San-Nap-Pak Mfg. Co., New 

York, has launched a newspaper 

campaign for Lydia Grey Doeskin 

tissues and dinner napkins and is 


using selective announcements in 
23 markets throughout the country. 

Ads also will appear in Family 
Circle, Good Housekeeping, Par- 
ents’ Magazine and Woman’s Day. 
Federal Advertising Agency, New 
York, handles the account. 


Biow Appoints Samson 


Zonabelle Samson, formerly 
with Honig-Cooper Co., San Fran- 
cisco, has been named radio time 
buyer in the San Francisco office 
‘of Biow Co. 


La Playa Names Lowell 


La Playa Products, Inc., New 
York, has appointed Mortimer 
Lowell Co., New York, to handle 
advertising for Colorvision, a new 
color shampoo. 


Le Roi Appoints Three 


Thomas Shea, district manager 
in New York City, has been ap- 
pointed general sales manager of 
Le Roi Co., Milwaukee. Norman 
Sedgwick, central district manager, 
has been named manager of dis- 


tributor sales. E. F. H. Dutton will 
succeed Mr. Shea in the New York 
district. 


Kx Kis WAR, 
2 2klshers’ 


EMPIRE STATE BUILDING 
NEW YORK | ° 
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LONGACRE 4.66342 


tail trade, Don Thomas, managing 


director of the All-Year Club of! J 


Southern California, declared in| 
accepting the 1948 Award for} 
Leadership in Marketing, pre-| 
sented by the local chapter of the | 
American Marketing Association. 

“The benefits to the travel and | 
vacation industry are quite ob- 
vious,” Mr, Thomas said. “But that | 
is only the beginning of the pos- | 
sible implications. In travel and 
vacation advertising, there will be 
promotion of two or three or four | 
seasons where only one, or per- 
haps two seasons had been adver- 
tised before.” 

He cited the experience of the 
promotion director for a midwest 
newspaper who canvassed resorts | 
in his state, asking merely whether 
they were going to follow the 
spread-the-vacation suggestions, | 
and keep their facilities open for 
a longer season. With their replies | 
he received a substantial volume | 
of unsolicited advertising which 
the resorts directed at the length- | 
ened season. 


# Terming short-season vacations 
“almost sinfully wasteful,” Mr. | 
Thomas said: “It is a shame when 
a train, a plane, a bus or a ship 
has to make a run with a high 
proportion of the seats empty. The 
same applies to a resort plant, ly- 


CHICAGO 
REPRESENTATION 


In the past five years we have 
become Chicago’s most success- 
fu. telephone organization rep- 
re enting Chicago publications 
in which we sell the same 
approximately 2000 Chicago: 
manufacturers advertising 
schedules year after year. 


“e are now enlarging our or- 
iization to handle the repre- 
ntation (Chicago only) of 
‘ur to six non-conflicting trade | 

apers. 


our inquiry invited. 
‘OHN D. DODD and Associates 


STate 2-3512-3-4 
8 S. Dearborn St. 


CHICAGO 


Photograph courtesy of 
The STUDEBAKER Corporation 


* Reg. U. S. Pat. Off. 


WISCONSIN BAPINS, WISCONSIN 
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Att-Bteet Bodies Have eplaced 


This photograph and caption, picturing an important development 
in the production of better motor cars at lower cost, appeared in 
“100 Million Motor Vehicles” . . . an. absorbing brochure of the 
Automobile Manufacturers Association. 


Appropriately, Consolidated Coated Paper was selected for the 
brochure’s printing. For, in the paper industry, it was Consolidated’s 
development of a “streamlined” method of manufacture which 
achieved coated papers of superior quality that could be sold in 
the price range of uncoated stocks. 


Consolidated Coated Papers meet, or exceed, 
every test by which fine coated papers are judged. 
Little wonder that they are being specified with 
increasing frequency for quality magazines and 
brochures when fine printing is a “must.” 
You can rely on Consolidated Coated when 
you require a paper with unusual printing quali- 


MAIN OFFICES 


PRODUCTION GLOSS 
MODERN GLOSS 


and strikingly. 


SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO 3 


Consolidated Coated 


Papers 


ties and a smooth, uniform surface capable of 
reproducing the most difficult subjects clearly 


Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers meet all the require- 
ments for an extremely wide range of printing, 
both in full color and monotone. 
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Springs’ Parody Now 
Replaces Bust Bucket 


(Continued from Page 1) 
sketches of girls in bed.” 

In October, 1947, Mr. Wolfe told 
the colonel that the Springs ac- 
count was solicited by five agen- 
cies, but that Springs’ letter had 
scared them. The colonel then re- 
ported on two agencies which had 
solicited him: “...They were go- 
ing to run a series of cartoons 
showing two goateed characters, 
sitting by the levee, sipping mint 


“Vhat Fellow Gott’ 


Creates the Unusual in 


juleps and discussing the merits of 
Springmaid sheets in Negro dia- 
lect... The other one was going to 
tie into an educational program to 
boost cotton and damn rayon. I 
gave them a two-minute start.” 

Col. Springs wanted a “bund- 
ling” ad to sell sheets, and he ad- 
vised Wolfe, “I realize no magazine 
will take an ad depicting a boy 
and girl in the same bed—board 
or no board. So you will have to 
get Russell Patterson to do a scene 
with marionettes and it might get 
by the Second Postmaster Gen- 
eral.” 


s Then Springs remembered a 
friend in the agency business, and 
told Wolfe to see him and “tell 
him we don’t want his editorial 
or art services, but are going to 


Why doesn’t some merchandising-minded manufacturer 
... or his promotion department . . . pack one sparkling 
transparent carton of the merchandise in every case? 


Displayed along with the regular packages on the dealers’ 


shelves, it will move all the 


because customers get a full-view of all the freshness, color, 
appetite and eye-appeal of the product. 


Agency men, sales managers, 


here’s an idea to throw in at the next conference. Remem- 
ber, packages of Vuepak can be produced in fast, automatic 


fabricating machinery...may 
drawn, folded, combined wit 
box suppliers can supply you 
fill in the coupon below. vuepax 


FOR A BIGGER DOLLAR’S WORTH—BUY, USE MONSANTO PLASTICS ce) 


MONSANTO CHEMICAL COMPANY 


merchandise all the faster 


sales promotion experts... 


be printed upon, embossed, 
h other materials. Leading 
full Vuepak information, or 
: Reg. U. 8. Pat. Off. 


- 


Plastics Div., Dept. AAP 1, Springfield 2, Mass. 

C Please send general information on Vuepak. 

0 My enclosed letter requests information on 
Vuepak for 


Title 


City Zone State 


SERVING INDUSTRY... WHICH SERVES MANKIND 
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SPRINGMAID’S NEW LOOK—Springs Cotton Mills’ black-and- 
white bundling ad (right) and its full-color center spread shown 
above are both in the current issue of Look. The spread will 
appear nowhere else. It awaited a two-year search by Colonel 
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SPRINGS MILLS 
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Springs for the larger parody painted by Grace Drayton. The 
bundling ad (with all copy in rhyme and much of it earthy and 
with a plug for Colonel Springs’ $1 book, “Clothes Make the 
Man”) will appear in nine other magazines. 


take some space and will be glad 
for him to get the 15% agency 
discqunt.” The friend was Louis 
R. Wasey, chairman of Erwin, 
Wasey & Co. 

The agency head was out of 
to...., and a vice-president rejected 
the copy. “Go ahead and book 
space yourself,” Springs advised, 
“and to hell with the 15%. Don’t 
feel badly because the agents 
frowned on our program. That 
doesn’t mean anything. When I 
was writing I found that it was 
always harder to sell a story to 
your own agent than to an editor.” 


s Then followed a comic opera 
episode. Springs was a visitor at 
Lou Wasey’s fabulous Cat Cay in 
the Bahamas. With friends, Springs 
soon had Wasey overhearing re- 
marks about a million-dollar cam- 
paign. “Lou’s ears nearly popped 
off,” Springs reported gleefully to 
Wolfe. “He has a firm policy of 
never talking business on the is- 
land...so he couldn’t say any- 
thing, but he sure listened.” 

From there Springs was coy, 
and Wasey followed him “but he 
never mentioned advertising.” On 
the last night, “Lou couldn’t stand 
it any longer and took me aside 
and asked me point blank what I 
was going to do about an agent. I 
said that was pretty complicated 
...then I handed him the letter 
from his vice-president to you.” 
This letter rejected the account. 


e Later “we explained to him it 
was just a gag and I really 
wasn’t going to spend more than 
fifty thousand on advertising in 
1948. Lou said he didn’t give a 
damn if it was only five thousand, 
he wanted the account so he could 
fly back to New York tomorrow 
and show those simpletons how he 
had to go out and get business 
after they ran it away...So, we 
have an agent again. But don’t tell 
anybody about it because his story 
is going to be that his salesman- 
ship won me over.” 

By January, Springs confessed 
to Wolfe his amazement at maga- 
zines, some of which “will take our 
art work but not our copy, and 
some will take the copy but not 
the art work, but none will take 
both. You say Esquire won’t let us 
mention ‘old rubber boots’ and 
The Saturday Evening Post won’t 
take ‘old motormen’s mitts.’ And 
The New Yorker will take three 
skaters but not one skater. I don’t 
like any of the changes that were 
suggested...” 

Wolfe also got some advice: 
“The text has got to be refined 
some more. In the museum at Na- 
ples, there is a famous statue 
known as Venus Callipygus, which 
has a very tasty torso. We will 
henceforth refer to our end prod- 
uct as a callipygian camisole.” 


a When some of the magazines 
which originally took the ad began 
to change their minds, Springs told 
Wolfe: “Okay, let them do it 
{cancel advertising contracts]! I 
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don’t want the ad anywhere it 
isn’t welcome...” ' 

By June he agreed with Wolfe 
about expurgating some copy, and 
added, “Once the Post and Collier’s 
and Life and The American and 
Fortune and Time take it, the 
others will follow along...I keep 
telling you that if we use these 
illustrations with serious text as 
though we were trying to sell 
something, then a lot of people’are 
going to object vocally and they’ll 
be right. You’ll be getting letters 
from societies devoted to washing- 
out-mouths-with-soap. I never did 
like to blow bubbles. 


es “I'll go along with you to this 
extent. Omit the false bottom and 
bust bucket business, if that’s 
what they insist on. Change rhum- 
ba aroma to dancer’s diaphoresis. 
Let’s move upstage. But we’ll have 
to have a personal touch, so take 
that same picture and remove the 
girl’s shoes, bracelet and necklace. 
Take out the autumn leaves. Put 
a pool in to explain why she is 
barefooted. Then put a box incon- 
spicuously some distance from the 
text reading, ‘Elliott Springs, pres- 
ident of Springs Cotton Mills, says 
he is prepared to make anything 
shown in the picture.’ 

“Plant this ad carefully, and if 
a man’s voice answers, hang up. 
Don’t argue. 

“Then get another ad and put a 
box on this, ‘Elliott Springs, presi- 
dent of Springs Cotton Mills, says 
he is not prepared to make every- 


thing shown in this picture.’” 

Springs was shortly involved 
with media, some of which were 
angry. His book includes a letter 
from H.H.S. Phillips Jr., adver- 
tising director of Time, to Joseph 
Goss, Lingerie League, in which 
Time’s ad manager confessed, “As 
to the text, it too was startling, but 
after we had read and discussed it 
several times we rather had the 
feeling that it was no more start- 
ling than the sprightly vernacular 
of educated people almost every- 
where today. We bucked a little 
over the ‘false bottom’ but then, 
whether rightly or not, reasoned 
that if a man wants to be flip 
about his business and in the pro- 
cess is amusing, who were we to 
insist that all advertising copy be 
solemn!...it is our feeling that 
Col. Springs’ slang is more re- 
freshing than sinful...” 

Later Springs told Wolfe, “I 
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don’t want to play games with ad- 
vertising managers. My name goes 
on the ads and I am the.one tv 
protect it from anytliing indecent, 
and particularly, from anything 
dull. If the managers don’t think 
our ads suit their readers, just 
withdraw them but don’t try to 
write ads that will. I don’t be- 
lieve their readers are as dumb as 
they think they are but we’ll have 
to take their word for it.” 

Still later he noted “the adver- 
tising fraternity is still worried 
about their sacred cow. They seem 
to feel that we are dancing in 
their church.” 


s Eventually the National Better 
Business Bureau noted Springs’ 
claim about what he was prepared 
to make, and said: “It is con- 
tended to us that aside from the 
meaning you undoubtedly intended 
to convey by the above words, if 
they are interpreted literally, they 
convey an amazing piece of in- 
formation for an advertisement to 
transmit to the reading public 
with respect to what you are pre- 
pared to do...since the public is 
accustomed to placing literal in- 
terpretations upon advertising gen- 
erally...it seems to us that the 
above quoted statement from your 
advertisement is very likely to 
draw criticism upon advertising.” 

A month later the NBBB was 
back again, commenting that “it 
is our opinion that your current 
advertising campaign is detri- 
mental to the best interests of ad- 
vertising and business as a whole.” 

Springs replied furiously that 
98% of the letters he had received 
commented favorably on the cam- 
paign, listed the magazines which 
had run the ads, and declared, 
“At the present time there are at 
least 15 [magazines which] are so- 
liciting ads from us and volunteer- 
ing the information that they 
would not think of changing a 
comma in the copy. Some maga- 
zines who insisted on changing the 
copy originally are now asking for 
the same ad as originally sub- 
mitted.” 


a “The fact that I am discon- 
tinuing this series entirely has 
nothing to do with your criticism,” 
the colonel snorted. “The reason 
is that our new bleachery is just 
going into operation, and I am 
starting construction on a new 
grey goods miil, and I have a new 
granddaughter, and I am going to 
be entirely too busy for the next 
six months to give any attention 
to advertising.” 

Springs’ correspondence also re- 
veals his ventures in erotic mer- 
chandising and advertising. Some 
samples: “I followed this brilliant 
idea by starting a fad for auto- 
graphed sheets, but I had to aban- 
don this hastily after one of them 
was brought into court in West- 
bury as evidence.” 

In another instance, to parody a 
series on socialites’ bedrooms, 
Springs showed a bedroom which 
had “Welcome” on a mat, a stop 
and go sign, a taximeter on the 
headboard and Springmaid sheets 
(‘some church hospitals out in 
Pennsylvania canceled a big order 
on account of it’); in another ad, a 
girl refused the advances of a 
Vilain because “you can’t go 
wrong on Fort Mill sheets’—“it 
only got printed once,” Springs 
acmits. 


® Springs’ own evidence suggests 
‘oat it’s just as well he was never 
ole to run copy exactly the way 

wanted it. When he first 


«etched the campaign to an agen- 


MYSTIK 


9075 th up! 


cy mercifully hidden under the 
pseudonym of Gatch Advertising 
Agency, he wrote, “You are not the 
only outfit that is lacking in 
originality. Many advertisements 
are an insult to second grade 
IQ’s and are just as dull as yours.” 
He suggested a campaign of car- 
toons with such pay-off lines as, 
“You put up a good front, and 
we'll bring up the rear” and “A 
Long Island debutante can not 
only look like a horse but smell 
like a horse without being rolled 
in a stable.” 

His whole advertising philosophy 
was sketched to “Gatch” in these 
terms: “I want it to appear as if 
we were just imitating our com- 
petitors, and really trying to sell 
sheets with cheesecake. A lot of 
dumb bunnies will write in and 
bawl us out for being vulgar and 
stupid. Then some people will take 
a second look and catch the bur- 
lesque, and be very proud that 
they’re so smart. They’ll think 
they are the only one to get it, 


and write and tell us about it. 

“That is, they will if we do a 
geod job. 

“But these last sketches will just 
make people think we forgot to 
pull down the shade.” 

But “Gatch” disappeared within 
the next month, and by the time 
Richard Springs arrived, there was 
neither agency nor ad manager to 
interfere with the colonel and his 
ideas of promotion. 


Thomas Buys ‘Let's Live’ 


Godfrey Thomas Publishing Co. 
has purchased Let’s Live from 
Clarke Irvine, Hollywood. Kay K. 
Thomas has been appointed editor 
and Hamilton Riddel, associate ed- 
itor and advertising manager. On 
Feb. 1 the publication moved to 
its new location at 4655 Holly- 
wood Blvd., Hollywood. 


Doench Appointed A. M. 


William Doench has been ap- 
pointed advertising manager of the 
Cincinnati Time Recorder Co., 
Cincinnati. 


Eton Appoints Escher 


John Escher, editor and vice- 
president, has been appointed 
president of Eton Publishing Corp., 
New York, and publisher of Young 
America, published by Eton. He 
succeeds Stuart Scheftel, who will 
devote his time to the presidency 


To Sherman & Shore 

Dairy Belle Farms, San Fran- 
cisco dairy cooperative, has named 
Sherman & Shore Advertising, San 
Francisco, to direct its advertising 
and sales promotion. The account 
formerly was handled by Frank 
Wright National Co., San Fran- 


of Young America Films, Inc.,| °!5°°- 


which he founded. 


One Gardner Letier 
Livingston Names Woolley 


Chandler Stewart Woolley, 
formerly with Batten, Barton, 
Durstine & Osborn and Roy S. 
Durstine, Inc., New York, has'| 
been appointed director of service | 
of Jules Livingston Advertising 
Agency, Binghamton, N. Y. | 
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farming on rented land and borrowed money—bottom of 
the ladder... by hand and horse, without running water, 
highline power, current conveniences... met bad years £<@ 


New look...at a new market! 


Thirty-one years ago, the Herb Schneckloths started 


of drought, flood, pests, 12-cent corn, 3-cent hogs... 


But they knew what they wanted, planned for a better 
farm home, and better life for their children. 
Three years ago, with sons and daughters 
married and settled on farms, Herb decided to 
retire. Neither he nor his wife wanted to live 
in the city, so they called in architect and 
contractor, put up the house they wanted on 
their own farm outside Davenport, Ia... with 
help from a Davenport store furnished a home that 
will open advertising eyes to today’s farm market 
... See SuccessFuL FARMING, February, page 37, 
—“We Think Our Farm Is the Best Place on Earth!’ 


Most missed market... by national advertisers 
are the farm families in the 15 Heart States. With the best 


soils, highest yields, largest investment in property and 
equipment, most advanced methods and techniques, these 
modern farmers are smart business men, live better than 


their urban incdme equivalents. 


Of SuccEssFUL FARMING’s 1,200,000 subscribers... 
the million plus in the Heart States, average around $10,000 
gross income ($4,000 above the national farm average), 
represent one of the best class markets in the world today! 

And a market largely missed by general 
magazines ... adequately covered only by 
SuccessFUL Farminc! Market and medium 
merit preferred position on national lists... 
to make national advertising really national, 
and fully productive! ... 

SuccessFUL FARMING, Des Moines, 
New York, Chicago, Detroit, Cleveland, 
Atlanta, San Francisco, Los Angeles. 


a 


o 


Oats without overcoats . . . new hull-less 
varieties, exceptionally hearty... 
Straightening creek courses adds tillable 
acreage, cuts washout waste... 
Self-service on food and water cuts costs on 
raising 300 hogs... 
Winter rye followed by Sudan and soy beans 
gives green pastures twelve months a year... 
New type housing for hens 1 0c per hen per year... 
Feeding 8,000 broilers in thirty minutes... are 
some of the proven, practicable and usable case 
history accounts in the February issue—typical SF 
material that saves labor, cuts cost and makes 
money for the country’s best farmers. . . makes 
SuccessFuL Farminc the indispensable manual 
and medium for the best farmers in the country! 
And farm living and the farm home, treated 
just as comprehensively and sensibly, give 
SuccessFuL FARMING major status as a major 
medium to the farm family. 


ae ee 


+ - a ee! a? rr —“ ma oy, pote r.. Ap ae ee “= eee te Se TC Me je A ees ee OES ON a a Rey eos i ae aa rae ey ie Re 
yer Setreiy fe ty ae ark OS ieee ee ae a ‘S at pe ie. ENS “Sareea: ik BB elias ee <4 Wiig ky Ss, On ae a ee a Ms 
bane ar ee : A ee oe : ees ae aa cd pete vas i ' ia Mgr hk — sa? Meee s * Pe to aes 
walt Peal ee vs e ib i Pe ek ee oa, a a's ee Nae 5 maa 2 Re ad eh hige ha satlves!,  wiuatin: Fatt Ske nee ‘ ; ies ee We a pst i Me an ee eaten es By ee ep ‘ihe al gite 2 
aes 
" as os 
0 — 
E i | tie! 
é 
4 a 
Py ay 
= a= = 
ee 
LES re 
For A Correspondence School! ie 
letter pulled direvt mail orders totaling 
ee See ent menor an eng 
; sales for a $1 book. Proof given on these and 
other cases. Clients in wide range of ectivities throughout 
America. | write complete campaigns, single letters or other 4 
4 m I! sales pieces at reasonabie 1 Outline your propositien mie 
: for free -uggestions and definite service proposal). a ‘a <a 
ERNEST F. GARDNER ADV. SERVICE gist. 
, 60 East 54th St. (*) Kansas City 2, Mo, ee 
i, oak 
ERE ital, EES OK nae ae 
, 
; 
lies PB 
The Oe ee ee, ee SS Se SE : =: t : tu 
and +5 - < Aa) zZ tj — 
the jas 1, pao 
4 - a ‘s —- xe 
—_—_ — . 4 
: = L i 
ved | . 
tter . : 
. sig ash 
ee a ERI I OT 7 ) By ' Bae 2S eg 
) Md } fey Ba . \~ 4 ' ; eves 
eh Mi et A Se iy | 1h Oy ae 
i ia r <\\ , + * ‘ : : : it is 
1ich j ae = oar * tsi i Dd: , hie 
“ ' “ & ¢ wy ¥ oa Ae aa 
As { we: * a el ois . TE 8 ‘ i. . i a er 
’ ae - ws \ << * eer wa ae) ae ~ “ 
d it air” an fi } » ‘ a aa gh RE ON ’ 
the % + ; et dai ae ws Pe soo ve , R . 
~ = af “i ‘ : ——a . : df a . 
‘ me. 3 wise o Oo 
Be _ . iad ‘ x 
ilar iB. -y + 4 P Bs pices ‘ ~~ Quen = 7 ty As 4, 
ry- © { a Pee eae = a aa * 4 
é “i “4 rn ny ark "og of 3 mS Ras ’ 
ttle 4 a> - <a... ~ iia cee 
- : , get, te ‘ aaa eae ma i | q 
ren r an “a it . Soy oe >> ty bap Aegis ‘ b eels 
’ val ik ‘ . ot cei , ae : a 
ned { 4 > em » =n wie ii 
~ 4 ; ew 3 ; ites i 
flip - . - ; e SE il —? a $ ; ’. * 
ro- — , © ae go 
» to ‘ _ re a 
be a r 
Wis alge 
hat ba ‘ 
aa er. 4 . ; ole 4 ; \ . ; 
to . ————— : “ m s ; 
ar <a ee oe wai, ee ‘oils : 
- Ron — : . ’ a et: 1 oi: = ¢ GE 
Be, Pape, ic “m * ‘ a 7 ee oe "ee ‘a 
ses) c Y, ‘ a, Bia fe Be, 
re a oe i" s ; 7 : = ; } 
[) eS + ie ices oy P 
Met 2. 5 te ie t4e5 ee ae : 
— ° ee ee eee ca on 
> ‘ . oF i sant ee 
/ ' h ra we gh sa a > 
ee Vv, Pei. eg - 
’ aa ee, oe wil en 
e's > aa og SS abi ts <a 
“a 4 So es he ae ¥ —— ae 
, Pe Pears Bae § me i” te an (ca - 
a Eve  . -—_:: o Sipe Say fi 
1010 . 7" oe ee ie EF - Ne anes me ee 
l Pe sie | elie m sa ' Beis 
NEED oe 
_— ae oar ae : 
and iain # a . 
where \ <A re 
co “ : Pe E iy, ileal il area ee he sae ia aun a 
. ‘ ga oy a oa P «On pe: Ae [- sce ale 
oY a ae i : iia 
es Le eee ec Oh, cea a 
; Sr a ree 2 3 a a re hs Oe eS eee Ass 
: ES ae a Se San ee et ese c- 
‘. <a as +. OS aie er ae ve AS ~ Eee ogee, pase {a “ 
é en es pes ee Tie < . Se. ba eset y  —e + Oe “af 
ee ee es ay. ie, See ee. ae 
ai a aia aes ee cee ilies ke : 5 me 
= ee. ae - 9 2 ean ees 
Fy f F BF | —-Satpeaenlare 2") 5 ; Ee oe 
mentee Pts ae = ge Sai ae ae 
Be - e : és 
ae 
° ve jase 
a a 
<i ae 
ew 
| ee 
» ee 
| es! 
bone 
lj 
Lh - 
| i , f ear ae 
/ rapes P aon . 
| f ‘* . Eva 
" R a2 
| Mf aon 
\ Pi : ’ A 4 er 
eo ne 
| a i ie. 
pace : “ a 
Li dee ese 
Sa 
Cin ees 
olga 
ee we aes 
\ \ ae 
" 7 < ‘ae ~ : i % . A Se (i ae oe i ae a ope es artis 4 Pipes i" : d ‘ a des Se P : x J ir eres : 4 " - he : \ a gle F isis + ei A ae ia 


* 
e : 
: 


DIF Extends Video 


Test for Cleaners 


Garwoop, N. J.—With prelimi- 
nary returns indicating better sales 
than expected, Dif Corp. has ex- 
tended what it believes is the first 
premium offer tested on television. 

The company is promoting its 
Dif household cleaner and hand 
cleaner via participations on 
WFIL-TV, Philadelphia, on the 
“Meet Frances McGuire” program. 
Both products are demonstrated 
in the station’s video kitchen, and 
viewers are offered a plastic 
apron in the premium deal, which 
has been promoted previously in 
newspaper space and with pack- 


age wrap-arounds. 

Robert L. Kaiser, Dif’s vice- 
president in charge of sales, said 
complete results of the test will 
figure heavily in the company’s 
future ad budgeting. 

French & Preston, New York, 
handles the account. 


DeMott Elected President 
of Exhibitors Council 


Richard H. DeMott, vice-presi- 
dent in charge of sales of SKF In- 
dustries, Inc., Philadelphia, has 
been elected president for 1949 
of the Exhibitors Advisory Coun- 
cil. He succeeds Samuel Y. Hyde, 
director of commercial and educa- 
tional exhibits of the American 
Can Co., who becomes executive 


production in Quantity 


6ic 


GENUINE $ 


PHOTOS - 


in 100 to 900 QUANTITIES 
(1000 and over “ 


vice-president. Mr. DeMott also 
was president in 1946. 

Other officers elected are: M. 
L. Neison, U. S. Steel Corp., Pitts- 
burgh, vice-president; David F. 
Beard, Reynolds Metals Co., 
Louisville, secretary, and P. L. 
Hunter, International Business 
Machines Corp., New York, treas- 
urer. 


B-]1 Reelects Officers 

B-1 Beverage Co., St. Louis, has 
reelected the following officers: 
Oliver C. Thener, president and 
treasurer; Dr. Andrew G. Klein, 
vice-president, and Paul M. Ger- 
witz Jr., secretary. Plans for 1949 
include emphasis on point-of-pur- 
chase advertising and intensive 
sales effort by the parent company. 
An educational program will be 
launched promoting the vitamin 
B-1 in the company’s B-1 lemon- 
lime and B-1 sparkling water 
beverages. 


Shaw Forms Video Department 
John W. Shaw Advertising, Chi- 
cago, has established a new tele- 
vision department, with Robert 
Zelens, radio and television writer 
producer, in charge. 


Your product will get someplace and you won't 
: have to worry, when you advertise in 


Worry is a lot like a rockin 
something to do, but won 
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advertising pays in this busin: ;s, 
where the name of the lighting 
equipment is unknown to th se 
who work under it. But he acd ‘s: 
“We do know that we have k pt 
Wakefield consistently before he 
trade and potential users since e- 
fore the first World War. We kn ww 
that as of early °49 we are : jj! 
backlogged with orders in an »n- 
dustry where many manuf ic- 
turers are shipping within a few 
days of receipt of order. I do ot 
attribute this result to advertis 1g, 
but to an established reputation for 
conducting our business along 
rather individualistic lines, and 
certainly our constant advertising 
has contributed in no small meas- 
ure to that reputation.” 

Blaco Advertising Agency, 
ledo, handles the Wakefield 
count. 


Wakefield Continues 
‘Over-All Lighting’ 
Series Through ‘49 


VERMILION, O.—Dramatizing the 
practical benefits of good lighting 
as a “basic business tool,” F. W. 
Wakefield Brass Co. is extending 
this year its series of Business 
Week and Fortune advertisements 
promoting engineered lighting for 
office, drafting room, store and 
school. 

Wakefield, designer and manu- 
facturer of lighting equipment, has 
assumed for many years that 
everyone opposes eyestrain caused 
by poor seeing conditions. T. D. 
Wakefield, vice-president and one 
of the five brothers active in the 
41-year-old firm, believes that as- 
sumption is still correct, but that 
Wakefield might have taken too 
much for granted in assuming that 
the business man relates to him- 
self those factors which cause 
eyestrain. 

So the company last year in- 
augurated a series of full-page ads 
which goes beyond good lighting 
to emphasize the actual benefits 
to workers and business value of 
eliminating eyestrain. The series 
will be carried through ’49. 


To- 
ac- 


Storadio Appoints Wolken; 
Plans Campaign in April 


Milton S. Wolken, formerly on 
the sales staff of WMOR-FY, Chi- 
cago, national sales representative 
for point-of-sale advertising in 
supermarkets, has been appointed 
midwestern manager of Storadio 
Advertising Co., effective Feb. 14. 
He will make his headquarters in 
the new Chicago office to be 
opened at 228 N. LaSalle St. A 
New York office will be opened 
on the same date. 

Storadio has signed a contract 
with Super Market Advertising 
Co., Des Moines, for national sales 
representation. A campaign will 
be launched in April in trade pub- 
lications to promote the medium. 


Y&R Promotes Rothlin 


Richard Rothlin, traffic manager 
of Young & Rubicam, San Fran- 
cisco, has been promoted to as- 
sistant account executive. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting - 
publicity, for making research 
market studies, for maintaining p 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


ws A typical ad, headlined “Pity 
the poor working girl,” exclaims: 
“Nonsense! Pity the poor boss! 
The girl will quit soon anyway, 
and find another job. But un- 
fortunately for the boss, her suc- 
cessor will probably make the 
same errors and deliver the same 
mediocre performance. Why? Eye- 
strain caused by bad lighting. You 
can’t expect the people in your of- 
fice to be any better than the en- 
vironment they work in—and you 
can’t expect their environment to 
be any better than you make it.” 

Wakefield products are sold 
through independent wholesalers, 
with whom Wakefield sales en- 
gineers cooperate in almost all ma- 
jor cities. The field force keeps in 
close touch with the factory. In- 
quiries from the advertisements or 
other sources are answered with a 
copy of the booklet, “Over-All 
Lighting,” and specific information 
about types of equipment. All re- 
plies are answered personally, and 
copies go immediately to the field. 

A. F. Wakefield, president, says | 
the company doesn’t know whether | 
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*: | PHOTOGRAPHIC 
REVIEW 


TURNOVER—J. Herbert Baker, left, of 
Northern Paper Mills, new president of 
the Detroit Association of Grocery Man- 
ufacturers’ Representatives, receives the 


I f the outgoi nt, J. H. “ 
Hildebrand, of See lp 6 tenadly AID MUNFIELD CHILDREN—Prominent in the Associated Graphic Arts Benefit for e 
Co. e 


the three children of John A. Munfield, production manager of Maxon, Inc., Chi- 
cago, and Mrs. Munfield, who lost their lives in a plane crash that also took the 
lives of Mr. & Mrs. Myron Mo (M Chicago) last fall, are William Kapche, 


of Standard Studios, and Clarke Trudeau, Beaumont & Hohman. Here they have a 
blowup of a photo of the children, being used in the benefit drive, which aims at a 
$15,000 trust fund for the orphans. 


ga 
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40 YEARS WITH BBDO—Executives of F. S. Webster Co., Cambridge, Mass., and of 

BBDO’s Boston office slice an anniversary cake at a luncheon held in celebration of 

40 years of continuous client-agency relationship. Left to right: Laurence O. Pratt, 

BBDO account executive; Frederick H. Caswell, vice-president, Webster Co.; George 

F. Malcolm, general manager, and V. Stoddard Bigelow, assistant treasurer of 

Webster; Francis W. Hatch, BBDO vice-president, and Thomas M. Kilpatrick, 
BBDO‘s Boston production manager. 


HOLLYWOOD GUEST—James McGookin, 
general manager of the Revere Camera 
Co., Chicago, chats with radio songstress 


Jo Stafford, who headlines the Revere CONVENTIONEERS—Aitending the annual “Refrigerator Raider’s Buffet,” given by . 
network program “The Jo Stafford Curtis Publishing Co. at the National Canners Association convention held in Atlantic 
Show,” on ABC from Hollywood. The City, are, left to right: Albert G. Peterson, vice-president, Corn Products Sales Co.; 
eve? was the ennval banquet for South- Arthur W. Kohler, vice-president, Curtis Publishing; Morris Sayre, chairman, National 
ern California Photo Dealers. Association of Manufacturers and president, Corn Products Sales Co., and R. R. 
Adam, vice-president, Corn Products Sales Co. 


DAISY MAE WEARS TiES—Horace Beck, second from left, sales manager of Cheney 
Brothers, New York, presents a Cheney tie to Al Capp, creator of Li‘l Abner, im- 
perionated at left. Mr. Capp was toastmaster at the recent convention of the LEAD SYMPGSIUM—Speakers at the recent Sales Executives Club Gorman, Philip Morris; Ted Shaffer, Congoleum-Nairn; Arnold 
National Association of Retail Clothiers and Furnishers in New York. Daisy Mae, symposium in New York on sales management and merchandising Michelson, Minneapolis-Honeywell Regulator; John E. Wiley, 
right, wears a skirt made of Cheney ties. methods, were, left to right: F. S. Kinsey, Westinghouse lamp divi- Fuller & Smith & Ross, and George Welp, International Printing 

sion; J. H. Stickle, Westinghouse radio; Zenn Kaufman and Pat Ink division of Interchemical Corp. 


“Mon oltve! if you'll 
pardon the expression) 
| just s0e 
‘THE LIFE OF RILEY’ 
and I'm still loughing! 


beotog Beaker » Pryduaction 
“THE LIFE OF RILEY” 
orm 
WILLIAM BENDIX to Pky) 
we Sarees (Sense, Reseomney 
1088 cote te Hen bad Meno 
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WATCH POR 1) AT YOUR 
FAVOBETE THEATER emme! 
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‘( SGER’ O’DELL—Universal-International 
‘ures has placed this special ad in 
‘ket and Sunnyside, undertakers’ bus- 
‘S paper, featuring Digby “Digger’’ 
ell, the friendly undertaker who 
ys in the new “Life of Riley” film and 

in the radio program of the same 
" ne. Universal’s agency is Monroe BRASS, LOOKING UP—These cartoons of Newell-Emmett Co. partners were drawn Cunningham, George S. Fowler, Richard L. Strobridge, Fred H. Walsh, C. D. Newell, 
Greenthal Co., New York. by Eric Gurney, a stoff artist and one-time Disney cartoonist. Left to right: John P. and Tom Maloney. 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 
5-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth ite weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
Gay money-back guarantee. 90c each in quan- 
tities of 10 om more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight .. . day by day guidance. . - 
pithy case-history experiences .. . usable sug- 
gestions.” . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.7¢ 
each in quantities of 10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, selis, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 
Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day mone 9-back guar- 
antee. $1.80 each in quantities of 10 or more, 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25. and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘'5-Point Technique’’ for 
each member of your creative staff. 


MAIL ORDER NOW 


Advertising Publications, tne. 
100 £. Ohio St., Chicago 11 
Please send me books as ordered below 1! 
enclose remittance with the understanding tht 
I may return books for full refund in te 
days if not delighted in every way. 


.+ Copies, **5-Point Technique 


for Producting Ideas’’......... B.ccve 
| «+. copies, “Diary of An Ad Man”. ..8..... 
| «+++ Copies, ‘Teacher of Business’’...$..... 


+. Copies, “‘Successful Sales 


Retail Promotion 
to Rise in ‘49, 
Abrahams Says 


SPRINGFIELD, Mass.—Increased 


retail promotional activity is in- 
dicated in 1949, Howard P. Abra- 
hams, manager of the sales promo- 
tion division, National Retail Dry 
Goods Association, told the Spring- 
field Advertising Club. 


Based on a sampling of NRDGA 


members, Mr. Abrahams forecast: 
(1) Most stores expect to do the 
same volume of business they did 
in 1948, and some expect an ap- 
proximate 5% increase in volume, 
but few expect to do better; (2) 
the majority of the stores plan to 
step up their promotion—- probably 
about 5%; 
and radio are scheduled for 5% 
increases from retailers, but it may 
not mean extra linage, Mr. Abra- 
hams warned, because of news- 
paper rate increases in 1948; (4) 
direct mail got more attention in 
the last half of 1948, and probably 
will continue to grow in use; (5) 
display will hold to the same ex- 
penditure or may decrease. 


(3) both newspapers 


@ One thing slated for paring is 
public relations advertising. The 
increases planned by retailers are 
for merchandise advertisements 
and “these people say that the 
public does not give a hoot for 
high and mighty words that are 
aimed to glorify the store but do 
not bring in the customers.” 


Mr. Abrahams also is dubious 


about brand futures. He said the 
pressure for years has been for 
more brand name advertising by 
retailers but, “This upward climb 
has ended for the immediate future 
. Stores, 
brand name promotions to last 
year’s level.” 


generally, will hold 


= He feels that customers insisted 
on brands during the war, when 
they felt the trademarks guar- 
anteed quality but “the public is 
ready and willing to experiment 
with lesser known commodities 
providing the style, the quality 


1949 REAL CONSUMER PURCHASING 
POWER CAN BE 50% ABOVE 1940 


1949 OPPORTUNITY 
Disposable Personal 
Income After Toxes 
1947 $200.0 Billions 
Disposable Personal 
Income After Taxes 
$173.6 Billions 
1864 
Infloti 
164. 4 Inflation 
inflation 
oe 13.6 
1940 |, +33.5 |e) $37.9 | Toto! Real 
‘ —— rchasing Power 
Disposable Personal Increased Real | romeriset| Increased Real a ~. 
Income After Taxes: Purchasing Power | Increase Purchasing Power} ( aa 
Rea! Purchasing Power 
(Onsparadie Personal | ‘75: 7BILLIONS 175.7 75.7 
Income After Taxes 
Cerrected tor Valve 
of Dollar) 
1940 1947 1949 ESTIMATED 
Consumer Price Index 100 159 176 
Population 131,970,000 144,034,000 147,710,000 (soni* m9) 
| Purchasing Power $574 1758 1769 (34% increase over 1940) 


¢ COpita ( Disposadie Income 
After Toxes in Terms of 1940 
Dotiers) 


POSSIBILITY FOR 1949—This chart, prepared by Arno H. Johnson, vice-president 

and director of research for J. Walter Thompson Co., indicates how, in Mr. John- 

son's opinion, 1949 real consumer purchasing power can be 50% above 1940, de- 
spite price inflation, taxes, and other difficulties. 


scheduled for best sellers, since 
stores do 70% of their sales on 
30% of their stocks; (5) stores will 
watch buying patterns more care- 
fully, to determine when to pro- 
mote; (6) slow-selling merchan- 
dise will be disposed of by cutting 
prices rapidly. 

Also, (7) more informative copy 
for consumers; (8) putting more 
effort* and study into displays; 
(9) planning post-mortems of each 
ad to see whether it paid its own 
way and whether it is due for 
repeats; (10) more research to de- 
termine what to promote; (11) re- 
ducing art and engraving expense 
by repeating illustrations, and (12) 
establishing follow-through me- 
thods to be sure that selling staffs 
are aware of what the store adver- 


and price is right.” 

The problem of rising promo- 
tion costs and slipping retail prof- 
its is vexing retailers, he said. Pro- 
motion costs are lower percentage- 
wise than they were in prewar 
days, but stores could afford higher 
promotion costs because over-all 
expenses were not so heavy. Re- 
tailers expect to stretch their ad- 
vertising dollars and make them 
more productive in the following 
ways, Mr. Abrahams said: 

(1) Increase basement and bud- 
get shop promotions; (2) build 
promotions for special values; (3) 
advertising budgets of weak de- 
partments in a store are due for 
a slash; (4) more promotions are 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE-| 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL | 
-1T MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


tises—“‘an unbelievable amount of 
sales are lost in retailing, as in 
every other industry, only because 
the salesmen were not informed.” 


Advertising Age, February 7, | 49 


Dorothy Thackrey Relinquis \¢; 
Position to Her Husband 


Mrs. Dorothy Schiff Thack ey 
previously co-publisher of the ) °;; 
York Post Home News, last w -x 
announced that she had tur eq 
over “control and management ty 
T. O. Thackrey, who now beco. 1¢s 
sole publisher and editor. }\ rs: 
Thackrey said the paper aq 
grown steadily in prestige 4 
strength, and her original pur) »s¢ 
of building a militant lib. ra) 
newspaper had been fulfilled. 

The Thackreys, who functic ieq 
as -co-publishers, several tines 
backed different candidates du: ing 
the last election in the Post’s .o|-. 
umns. 


Appoints McFadden 


E. J. McFadden, formerly sles 
manager of the water heater dj- 
vision of General Electric Co., has 
been appointed general sales man- 
ager of the water heater, range 
boiler and soil pipe department o/ 
Combustion Engineering-Super- 
heater, Inc., New York. He wil! 
make his headquarters at the 
company’s plant in Chattanooga, 
Tenn. 


PR Group Elects Long 


E. A. Long, Pacific Gas & Elec- 
tric Co., has been elected chairman 
of the Public Relations Round Ta- 
ble of San Francisco. Other new 
officers elected to the organiza- 
tion’s board of governors include: 
Robert G. Alderman, Braun & Co. 
vice-chairman; Will Williams Jr, 
secretary, and Ben Kline, treas- 
urer. 


NEW JERSEY'S FOURTH LARGEST MARKET 
NO COMPETITION 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
You are holding a "Royal Flush"’ in the wealthy 
Bayonne market when you use THE BAYONNE 
TIMES . . . No other paper or combination 
of Borers can compete. THE BAYONNE 
TIMES delivers over 500% more circulation 
than all other evening papers combined. 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 

295 Madison Ave., N.Y. © 2281. La Salle St., Chicoge 


publications. You 


G 


LITHOGRAPHED DISPLAYS 


QUALITY REPRODUCTION IN... 


cael pee natew = 
sats 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for the le od- 
ing advertising agencies that have appeared in national 


are always assured of faithful re) ro 


duction by highly skilled craftsmen whenever you  s¢ 
FAITHORN. This is an important part of FAITHORN Com: 
plete 3-in-1 Service—Ad-setting, Engraving and Prin ng 
—all under ONE roof. ONE contact and ONE order -° 
definite saving of your TIME, TROUBLE and Mor ey: 


Phone WHitehall 4-2300 
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‘Fortune’ Forecasts 
5,000,000 Jobless 
if Tax Rate Rises 

New YorK—A dismal forecast 
of coming depression if corporate 
tax rates are increased is made 
by Fortune in its February issue. 

‘ the present downward trend 
in elena continues, over-all 
investment will be $30 billion in 
1949, against $39 billion in 1948, 
and unemployment may reach four 
to five million, the magazine said. 

It sees three signs of a change 
in business: (1) the rise in unem- 
ployment, although the over-all 
figure is still under 2,000,000, is 
the first since postwar reconver- 
sion started; (2) prices are de- 
clining, with fuel oil prices cut 
twice, rubber down from 25 to 
19¢ a pound and the disappearance 
of gray markets in lead and cop- 
per; and (3) the-diminishing rate 
of investment. 

Fortune says “it may be that.the 
downward trend is already too 
strong for the government to 
stop,” and adds “we have yet to 
see whether the use of counter- 
cyclical fiscal tools developed since 
the ‘30s can ever be timed just 
right.” 

Tax policy is the most powerful 
fiscal tool, the magazine says, and 
“if we are serious about trying to 
master the business cycle, the least 
we can do is to refrain from using 
this tool in ways to make the 
cycle worse. A tax increase now 
will do just that.” 


BRISTOL’S McMILLAN 
WARNS OF AD TAXES 

Detroitr—George S. McMillan, 
vice president of Bristol-Myers Co. 
and chairman of the board, Adver- 
tising Federation of America, 
warned in a talk to the Detroit 
Adcraft Club that the advertising 
industry faces a vigorous fight if 
it is to prevent taxes being im- 
posed on advertising in the wide- 
spread search for new governmen- 
tal revenue. 

“Every state and municipality 
is going to be hard up for money, 
and taxes on advertising will be 
proposed,” he said. “Advertising 
should have its own lobby and in 
this the AFA is being and can be 
of inestimable value.” 


Lever Appoints Foster 


Albert E. Foster, radio mana- 
ger of Lever Bros. Co., Cam- 
bridge, Mass., has been appointed 
media director, following consol- 
idation of Lever’s space and radio 
units into one media group. C. P. 
Lynch, radio spot buyer, has been 
named radio time buyer and W. 
. Watts will continue as space 
uyer. 


AFA Adds Six Members 

The following companies have 
joined the Advertising Federation 
of America, New York: Julius 
Kayser & Co., New York; Newsday, 
Hempstead, L. I.; Clark & Rickerd, 
Detroit; the Brooklyn Eagle; 
owden & Steward, Atlanta, and 
Daily News Publishing Co., Mc- 
“sport, Pa. 


‘Bulletin’ Appoints Dwan 

Thomas N. Dwan, director of 
advertising, also has been ap- 
po! ted assistant publisher of the 
Bu’ etin, Edmonton, Alta. 


THE NEGRO 


MARKET IS 


TERRIFIC! | 


15 million American Ne 

10 billion dollars a year! If you 

d, drinks, jewelry, or any other 

ducts to sell, reach this be Lay | 

lie Sous the ego 

— terstate Un News- 

Popers, y Tans 968 Fifth Ave., N. Y., can 
W you how advertising in these 

lications reap big markets and 

fits! Write us 

NOTES We now have facts compiled by the 

® Research Co. of America on brand 


[v0 > 


‘ferences of Negroes from coast to coast. 
te now for this free information. 


Appoints Frank Kreutz 


Frank T. Kreutz, formerly pro- 
duction manager of House & Le- 
land Advertising Agency, Port- 
land, Ore., has been appointed 
Portland manager of Pacific Slope 
Newspapers, Inc. He _ succeeds 
David Gordon, who resigned to be- 
come assistant director of infor- 
mation of Weyerhaeuser Timber 
Co., Tacoma, Wash. 


Dorland Appoints Jacoby 
William K. Jacoby, formerly art 
director of Kudner Agency and 
Abbott Kimball Co., has been 
named associate art director of 
Dorland, Inc., New York. 


Appoints Shrager Agency 

John Shrager, Inc., New York, 
has been named to handle the na- 
tional advertising in newspapers, 
consumer magazines and trade 


publications of the Rodale Press, 
Emmaus, Pa., publisher of Or- 
ganic Gardening and Story Clas- 
sics. 


Viviano Appoints Hirsch 


Viviano & Sons Mfg. Co., man- 
ufacturer of macaroni products, 
has placed its advertising with 
Maurice Lionel Hirsch Co., St. 
Louis. Local radio, newspapers and 
trade publications will be used. 
Plans are under way to break a 
campaign on radio sectionally, to 
build up national distribution. 


Nu-Way Appoints Parkin 


Nu-Way Products Co., New 
York, manufacturer of Nu-Way, 
space-saver utility items, has 
named Edwin Parkin Advertising, 
New York, to direct its advertising. 
Newspapers, magazines and direct 
mail will be used. 


Heileman Names Johanson 

Ralph T. Johanson, formerly 
western manager of Reynolds 
Metals Co. in Chicago, has been 
named vice-president and general 
manager of G. Heileman Brewing 
Co., La Crosse, Wis., brewer of 
Old Style Lager beer. 


Haire Acquires More Space 


Haire Publishing Co. New York, 
has moved its circulation and di- 
rect mail division to 40 W. 25th 


St. The administrative, editorial, 
sales and promotion divisions will 
remain at 1170 Broadway. 


STOCK CUTS 


Complimentary 144-page 
Hondbook’ of of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


You Dont Have to Buy the Whole Steer 


to Get a SINGLE STEAK. 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


ADVERTISING EXECUTIVES, ATTENTION! Only in PICTORIAL REVIEW 
can you advertise without penalty in your choice of from one to ten of 
America’s key Sunday Magazine markets! To take advantage of the impact 
of color! To test out a new product! To bring slumping sales up to par! 
To capitalize on favorable sales conditions! To pattern your advertising 
without waste exactly to your distribution! Other PICTORIAL REVIEW 
features include: Exclusiveness—no similar product advertisements. Spot- 
light visability for each advertisement. An unduplicated galaxy of editorial 
stars. Reader interest anchored deep in home-town news. The invaluable 
market-guidance of the famous Hearst Advertising Service which helps 
you get the last penny’s worth of value from each advertising dollar you in- 


vest. Think of these values... this unmatched flexibility! Don’t they make 


the 


PICTORIAL REVIEW a “must” on your media list? 


A 


in Pictorial Review 
Can you buy from 1 to 10 


— Big-City Sind Magazine Markets. 


Sip AAO RED AERC EN sing 


Distributed With the Sunday Issues of 


NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 


SAN 


CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 

LOS ANGELES EXAMINER 


SEATTLE POST-INTELLIGENCER 


DETROIT TIMES 


FRANCISCO EXAMINER 


> 


‘A HEARST PUBLICATION 


F hégecesasnl Nationally by Hearst Advertising Service 
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G-E Promotes McKay to Ad 
and Sales Promotion Manager 


E. S. McKay has been appointed 
advertising and sales promotion 
manager of the air conditioning 
department of 
General Elec- 
tric Co., with 
headquarters in 
Bloomfield, N. J. 
He has been as- 
sistant to the 
manager of em- 
ploye and com- 
munity relations 


Mr. McKay 
joined the com- 
pany in 1933, but left for a two 
year period, returning in 1938. 


E. S. McKay 


Names Bass-Luckott 


Southeastern Metais Corp., De- 
eatur, Ala., has appointed Bass- 
Luckoff of Hollywood to handle 
the advertising and promotion on 
special campaigns for new mer- 
chandise items. Newspapers, trade 
publications and direct mail will 
be used on a nationwide scale. 


Day's Promotes Jacobs 


Jay Andrew Jacobs, sales man- 
ager, has been named merchandis- 
ing vice-president of Day’s Tailor- 
D Clothing, Inc., Tacoma, Wash. 
Wayland Tonning, formerly 
Northwest divisional sales mana- 
ger of Universal Match Corp., has 
been appointed sales manager. 


—BURBANK, CALIF.— 
Population 76,681 
WHAT A MARKET! 


OVER $12,000,000 SPENT 
ON NEW BUILDING 
THE FIRST 9 MONTHS OF '48 
BURBANK DAILY REVIEW 


Burbank’s Only Daily Newspaper 
Est 908 


1948-Year of Surprises 


Many An Advertising Prognosticator 
Takes It On The Chin 


Get out of the grandstand! Get 
in the game! Sharpen your pencils! 
Sharpen your wits! 

Just how good are you at copy 
judging? 

The annual ADVERTISING AGE— 
I. C. S. Copy Judging Contest is 
now in full swing. Try your hand. 
Use the entry coupon at the bot- 
tom of the opposite page. See how 
close you can come to rating the 
12 advertisements shown opposite 
on the basis of their inquiry pull. 


@ One hundred prizes will be 
awarded. The first 15 prizes will 
consist of books on advertising and 
sales promotion. Any one of these 
publications will merit a promi- 
nent place in your library. See 
list elsewhere on this page. 

Prizes 16 to 100 will consist of 
those famous I. C. S. handbooks— 
“Useful Business Tables,” “Useful 
Shop Tables”—winners’ choice. 

The intrinsic value of any of 
these prizes is not great. It is what 
they represent that counts! 


we Study the advertisements on the 
opposite page. Work out a system 
of evaluation for yourself, based 
on your own experience and ob- 
servation. Jot down the main fac- 
tors—illustration, copy, layout, 
headline—anything else you feel 
has a bearing on the inquiry-pro- 
ducing qualities of the advertise- 
ment. Give each factor a point 
rating. Then apply the yardstick 
to the entire group. 


O 
Lively Aipeiites 
Keep Worcester 
Thriving asa 


Food Market 


The 1500 retail grocers in the Worcester 
Market have their hands full to satisfy the food 
needs of the 552,900 people they serve. Rank- 
ing 27th in population out of 138 Metropolitan 
Markets, Worcester’s Food Sales are 23rd with 


a whopping $159,687,000 annually.* 


And 


that’s only half the story. Among the nation’s 
69 cities in the 100,000-250,000 population 
group, the city of Worcester ranks 3rd in Food 
Sales by spending $73,132,000. + 


Sources: 


Sales conscious advertisers command these 
lively appetites by consistent advertising in the 
newspapers that blanket the area, the Wor- 
cester Telegram-Gazette. Daily circulation in 
excess of 140,000. Sunday over 100,000. 


*Copr. 1948, Sales Management Survey of Buying Power; 
further reproduction mot licensed. 
tSales Management November 10, 1948. 


Vee TELEGRAM -GAZETTE 


”s WORCESTER, MASSACHUSETT 
i - Georoe £ Boorn PubGishe,- 


GAN & SCHMITT, 


INC., NATIONAL REPRESENTA 


There are two repeaters in the 
1948 list. With one, “Are You the 
I. C. S. Type of Man?”, it seems to 
be a habit. This advertisement first 
appeared in the “blue ribbon” 
class of 1944. It rated twelfth that 
year; then eighth in 1945; seventh 
in 1946; and twelfth again in 
1947. Where do you think it stood 
in 1948? 

“How to Pass a Genius” entered 
select company once before. It 
came in fourth in 1947. How well 
do you think it did in 1948? 


s All other 1948 top-notchers are 


new. True, G. I. copy appeal made 
the grade in 1946 and 1947. Under 
I. C. S.’s present contract with the 
Veteran’s Administration it did not 
appear last year until September. 
The 1948 G. I. appeal differs as 
greatly from its predecessors as 
1949 pronouncements will differ 
from current productions. 

Two straight testimonial adver- 
tisements made the grade in 1948 
—one from an individual; the 
other from a management of a 
great American industry. 

A few of the 1948 “blue ribbon” 
winners are inspirational. One is 
factual. Several have cartoon 
treatment. Two are straight-from- 
the shoulder arguments putting it 
directly up to the reader as to 
whether he is willing to look into 
the reasons why he is not getting 
ahead, and then do something 
about it. 


@ And here’s a little secret. 
Twelve I. C. S. advertisements 
are shown on the opposite page. 
Only nine are “blue ribbon” win- 
ners. Three not-so-good ads have 
been tossed in to add zest to the 
contest. 

The 1948 list presents plenty of 
variety and will tax the ingenuity 
of the most astute copy analyst. 

In the selection of these leaders, 
the I. C. S. pulling power of var- 
ious types of magazines used has 
been carefully considered. 

Some magazines do a better job 
than others. This is due to édi- 
torial treatment. This factor has 
always been taken into considera- 
tion in making our annual selec- 
tions. 


a For the guidance of contestants, 
the following list of media used by 
I. C. S. in 1948 is given: Argosy, 
American, Army Times, Cartoon 
Humor, Complete Detective, Dell 
Men’s Group, Double Action, For- 
eign Service, Illustrated Football 
Annual, Journal of Accountancy, 
Mechanix Illustrated, Newsweek, 
Pathfinder, Pic, Popular Fiction, 
Popular Mechanics, Popular Sci- 
ence, Science & Mechanics, Sci- 
ence Illustrated, See, Speed Group, 
Sport, Thrilling Group, Time, True. 

Consider carefully what I. C. S. 
has to offer. Consider the type 
of individual whom you think 
would be most receptive to the 
I. C. S. idea. Consider further the 
type of readers of the magazines 
listed, then decide for yourself 
which advertisements have the 
greatest appeal for those readers 
and make your ratings accord- 


ingly. 


s With the exception of Time and 
Newsweek, any of 1948’s “blue 
ribbon” advertisements might have 
been used in the above list of 
magazines. 

With these thoughts in mind, 
put on your thinking cap and see 
what you can do toward the solu- 
tion of a problem that has annually 
taxed the ingenuity of ADVERTIS- 
Inc AGE readers during the past 
decade. 
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the following: 


Hill. 


Wagnallis. 


Irwin. 


Graw-Hill. 


tions. 


Bobbs-Merrill. 


100 Prizes—Count Them—100 Prizes 


A total of 100 prizes will be given in this year’s Apvertisin: 
Ace—lI. C. S. copy-judging contest. As in the past, 85 of the prize: 
will be I. C. S. material, but the first 15 prizes will consist of 15 
well-known books on advertising and related subjects, includin; 


Tested Advertising Methods, John Caples. Harper. 
How to Write Advertising That Sells, Clyde Bedell. McGraw- 


Advertising to the Mass Market, James D. Woolf. Ronald Press 
Effective Advertising, H. W. Hepner. McGraw-Hill. 
Advertising Production, Ben Dalgin. McGraw-Hill. 
How to Reduce Distribution Costs, Richard D. Crisp. Funk é 


The Art of Plain Talk, Rudolph Flesch. Harper. 

Managerial Enterprise, Oswald’ Knauth. W. W. Norton. 
Advertising Theory and Practice, C. H. Sandage. Richard D 
Advertising Procedure, Otto Kleppner. Prentice-Hall. 
Advertising as a Career, Mark O’Dea. Mark O’Dea. 

Handbook of Advertising, Weiss, Kendall and Larrabee. Mc- 
Diary of an Adman, James W. Young. Advertising Publica- 
This Fascinating Advertising Business, Harry Lewis Bird. 


Psychology of Advertising, H. 


E. Burtt. Houghton-Mifflin. 


Elliott, Teegarden 
Get New RCA Posts 


CampeEn, N. J.—RCA Victor di- 
vision of the Radio Corp. of Amer- 
ica has named Joseph B. Elliott 
vice-president in charge of all 
RCA Victor consumer products 
and L. W. Teegarden vice-presi- 
dent in charge of all its technical 
products. 

Meanwhile, Henry G. Baker, 
general sales manager of the home 
instrument department since 1945, 
was promoted to general manager 
of that department, and Richard 


T. Orth, merchandise manager of |: 


the tube department since 1947, to 
general manager of his depart- 
ment. 

Mr. Elliott has been vice-presi- 
dent of the home instrument de- 
partment for the past four years; 
Mr. Teegarden previously was 
vice-president of the tube depart- 
ment. 


Segerson Gets Promotion 


Robert D. Segerson has been 
appointed assistant to Walter A. 
Stewart, district sales manager of 
the midwest division of Stecher- 
Traung Lithograph Corp., with 
headquarters in Chicago. Mr. Se- 
gerson has been with the company 
since 1937. 


Mayers Adds Accounts; 
John Robb Joins Agency 


Celco Corp., Santa Monica, Cal., 
has appointed Mayers Co., Los 
Angeles, to direct the national ad- 
vertising and sales promotion of 
its Crayoffs, a new drawing crayon 
made with a soap base. Magazines, 
trade publications, newspapers, di- 
rect mail and television will be 
used. The agency also has been 
named to handle the advertising 
of Carey & Carey, San Bernardino, 
manufacturer of silver and gold 
plating solutions and equipment for 
the jewelry trade. 

John Robb, formerly with NBC 
and ABC, New York, has joined 
Mayers as director of merchandis- 
ing. 


Offers Ad Book List 

The University of Missouri’s 
School of Journalism, Columbia, 
Mo., has published an annotated 
bibliography of “100 Books on Ad- 
vertising” as its Journalism Series 
No. 116. Copies are available upon 
request. 


—~GR ot sronty al 


Interview 
in 26 states 


LESLIE BROOKS & ASSOCIATES 


Oil Field Research Specialists 
McBirney Bidg. Tulsa, Okla. 


wuart I§ your 
SHARE OF 


BUYING? 


* $22,400,000 

in course equipment and supplies 
* $208,000,000 

in clubhouse furnishings, supplies 
* $39,060,000 

in sports equipment and apparel 


Send for “Golf Market, 
what and how it Buys.” 


for waste-free coverage, 
schedule ... 


GOLFDOM 


The Business Journal of Golf 


GOLFing 


The National Players Magazine 
407 S. Dearborn Street + Chicago 5 


ALBRO C. GAYLOR 
New York City 


ROY M. McDONALD CO. 
Los Angeles—San Francisco— Seattle 
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Can You Pick the Winners Among |. C. S. Advertising L 


SOME OF THE 


a. ine! 
xg | 
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‘ 


some of the largest steel, airplane, 
chemical, railroad and electrical equip- 
ment companies in the country. 
Primarily, their qualities of ambi- 
tion and Hige were ible 
for their miccesses. 1. C. S. made its 


YOU stand today. 
Tory knew—as YOU know—that 


1 C. &. files bulge with the names of 
fore students who are presidents, 
chie( engineers or chief chemists of 


however, in o 
sential training. It can do the same 
for YOU! 

1. C. S. does not pretend that it can 
make an intelligent, ambitious man of 
one who is neither. It can and does 
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THERES WO SECRET OF SUCCESS / 


Bree romevs for success in industry and business 
is an open book —no secret about it at all Promo- 
tion comes wh@n you've trained yourself to han- 
die bigger jobs. prepared for larger responsibalities 
Such training you'll find in « brary ‘of ex- 
tremely literal books— and it's up to you to open 
them and keep on opening them until you've 
mastered their contents. You can do this in your 
spare time for these are the easy to-understand 
texts of the I i Cor ds 
Schools with the teacher, “built nght in.” 
Covering more than 400 practical subjects, 
LC.& Courses have aided thousands of men 
and women to win better jobs and larger rewards 
in every business and industrial field. These thou- 
sands are the proof of the familiar saying, “To- 
day's L. C. & student is tomorrow's leader.” 
Mark and mail the coupon and you can be on 
the way to joining them. It brings you full infor- 
mation on the subject you're interested in. Act 
today —if you're bout b 1 


INTERNATIONAL: CORRESPONDENCE SCHOOLS 


DON'T READ ANOTHER WORD 
OF THIS ADVERTISEMENT 


unless you're interested in a better job, a larger 

salary, greater responsiblity! I. C. 8. are 

not addressed to the idly curious—they're the 
with a purpose. 


If you want to know how to start achieving 
advancement and success, we have important infor- 
mation for you. 


We want you to know that pay increases and 
ay are ly reported to us by 
. C.S. students in a volume as high as 600 and 
more letters a month. 


ful 1. C. 8. grads oe 
presidents, 


production and research heads, superintendents, 
foremen in almost every branch of industry. 

If you're truly curious, you'll want to know the 
details of what I. C. 8. did for these men—and what 
it can do for you. The coupon brings you this full 
information. Mark and mail it right now! 


The g s 


ave it ! 


Goon news for Veterans! I. C. 8. 
Courses—all 400 of them—are now 
available under the G.I. Bill of Rights 
and Public Law 16. 

Here's your chance to learn while you 
earn... to master a trade or profes- 
sion and qualify for promotions and 
pay raises on the job. 

The coupon brings full details of the 
course you check—and complete in- 
structions on how to enroll, Mail it : 
today! : 


Roo rovasetr of economic worries and 
that's how you feel, 

LC.S. can show you how, Greater 
job security, more responsible work, 
higher pay, a home of your own—what- 
ever you want is attainable if you qualify 
w one of the trained men vital to busi- 
ness and industry. 

In today's world, untrained talent 


ambitious Americans are studying 
LCS. courses in 400 technical and com- 
mercial sub jects — readying themselves 
for the big rewards, 
LCS. receives more than 1500 let 
A ‘i 4, 


many 


docen't have a chance against expert freedom. It's « grand and glorious 
knowledge. That's the reason why so feeling to join the successful! 
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Therne is 2 definite 1.C.8. type, The records of 
130,000 current students 
students since 1891. . . 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 

He is an adult. In good times or bad times, he 
is an employed man. Circumstances have pre- 
vented his attending a college but he is ambi- 
tious, intelligent, determined to acquire the 
specialized training that will help him im his 
present job and 

Does the description fit you? Then you'll be 
interested in what LCS. helps these students 
to achieve. In a single 30-day period we have 
received as many as 635 student letters report- 
ing advancement in salary and position. In a 
period of 120 days we have received 1,920 
such reports, 

Graduates include the presidents, board 
chairmen, chief enginecrs or chicf chemists of 
some of the largest stecl, airplane, chemical, 
railroad and electrical equipment companics 


fields 


and mailed. 


. Here's the kind of coupon they signed 


++ more than 5 million 
supply the outlines. 


prepare him for a better one. 


; 
Bios pee 
eke Bist 
ieewe 
i 
Ce tngamenne fase a Reames a 
= i} 
5 fan Senn Stores tnpeee 0). Gan Enginan © Raaieat lgchen Foreman E lee Tame | Pesta Cnt Saree 
on hd Ponvew <n mesa y 9 festome ced | 
Bice ts meee i Tate feo ome 
Sates os] ) Soasy r 
i eet Congtement of Metate Gores | Meee esa epty 
eee A (Swe Eb) ig BEL 
— = ame 
Cay Shere Sotng ees A 
ee _ 
Aperat tates ‘ater  memnery 4 the Armed Serres Oe meri 
tena Coneman [ht Meebo Comets 


he te ake ten Bat 
any ordinarily talented mortal can 


Now, as in Asop’s time, the 
race doesn't always go to the one 
who potentially is the swiftest. 
The trained man has no trouble 
in passing the genius who hasn't 
improved his talents. 

In good times and bed times, in 
every technical and business field, 
the trained man is worth a doren 
untrained ones, no matter how 
gifted. 


@ genius. For more than $7 years, 
however, 1. C.&. has been help- 
ing its students to become 
trained, successful leadere— 
and it can do the same for you, 

Mark your special interest on 
the coupon. Don't be like the un- 
successful genius who wastes his 
hife in drearmang of what he intends 
to do. Act now! 


POE 6459.6 SCRANTON 9. PERMA 
Ne we egw proms ten me Nee par as ote em 
aoe 


Coernee 
g C howreene 
Smet once 

2 Ses tree 
enn 
(Saneee 

( Commas het 

Bistes ts 
{a tem Catan 

Sewtes ond ume 
ane 


de oo 
pe 

(momen betes 

© Ber uemeneg 

{ o C Mesee ety 

eh ane 

_ eee 

t Rete c 4 

Rate atom 0 Hose ft OC Bote Semane 

en 

Cm 

Pree Povtee Lem ye oe 


Some tation ster te Mammary of the Ai mad Farce (arsine! ender G1 Bi ans FO approwed for Werte wer It Vetere 
set cement Seton Canes 


that long, long stretch “‘on the 
shelf.” You want to keep on climb- 
ing. You want to feel that you are 
getting somewhere. But how? 

1.C. S. can show you. A little 
more training could be all you need 
to get back in the upswing. An 
advanced course or a “refresher” 
—studied in your spafe time—will 
help prepare you for the next step, 
will show that you are ready to 
handle more responsibility, @ 
better job. 

Trained men get the “breaks”! 
That's a fact proved over and over 
again by the records of former 
1. C. 8. students. 

You don’t want to bog down in 
your job. You don't want to remain . 
“on the shelf” with the untrained. 2 
Mail the coupon today for complete 5; 
information on how you can join 
the steady climbers. ; 
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LCS training is one of the effective forms of 
P When vou have mastered an 1.C.S. Course, 


» field. 


ngle period of four months, 1.C.S. has 
student letters reporting ad- 
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ilary and position. Graduates include 
board chairmen, chicf technicians of 
largest industrial, transportation, pablish- 


' cnterprises in the nation 


cwarding openings 


even necessary to go half-way to mect 
It socks out the man who has prepared 
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ARTHUR GODFREY SAYS: 


“1.€.$. made the impossible—easy !” 


Youve often heard Arthur Godfrey me 
“Huck Finn of Radio.” now winning new renown, 


with his coast-to-coast “Talent Scouts” and other 
CBS programs. 
heard the star on the subject of 1.C.S. 


As 


present Lt. Commander in the U. 8. Naval Reserve 
knows what he’s talking about. As an 1.C.8. grad- 
wate, Mr. Godfrey is in the best of all positions to 
tell you about the educational system that's served 
so long as talent scout for American industry 

Study his statement. Then mark your interest on 
the coupon and mail it today for full information 
on what 3 


But this is the first time you've 
“1 had to quit high school before the end of 
. Later in life, at the U. S. 
te master a working 
the way from simple decimals and fractions 
through trigonometry, in the first six weeks or 
be dropped from the course. Se 1 took an 
class! 1.C.S. made the itmpossible~easy!” 


usual, the former Navy radio operator and 
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There's BIG MONEY in 


© Your chances for success hove never 
been greoter than they ore today in the 
field of plastics. 

© The International Correspondence Schools - 
Course in Plastics is fitting hundreds of ambitious 
men for these great and growing opportunities. 
© AILC.S, Courses (covering 400 business and 
technical subjects) are prepored by leading procticol 
authorities, constantly revised to meet new developments. 


Yet the cost of 1.C.S. training is surprisingly low. Inspecting @ plost lene 


similar to type wad te 


© Join the men who will be tomorrow's leaders. Mail this coupon fodoy! —megnily television images 
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T.. Struthers Wells Corporation makes ra-tom-tuilt in 
da-trial equipment—speriatizes in prerision and ave 

The shill and training of the Struthe 
designers, craftemen is reflected tn the quotes « 


they turn out, I’) significant that « high perrents 
these men received their traming through | 
vhs. Their records of sucres prove 
ound, practical traning 
The same opportunity is you. HH yow have ambition 
fore stgta can help act 
tsheod. The fra sep is to mail the coupon below. Do it now! 
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Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11 


Here are my estimates of the relative inquiry-pulling power of these 12 ICS ads of 1948 (indicate selections by writing 1, 2, 3, etc. behind appropriate letters): 
A......B..... C..... Ds... B..... FP... Gc... Ha... I... Jee Ke... L.... If my selections warrant, have Paul V. Barrett, director of adver- 


tising, International Correspondence Schools, send me free, the prize to which I am entitled. 
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Sponsored Crime Gets. 
Adman’‘s Thumbs Down 

To the Editor: In my opinion, 
any radio station which inflicts 
period after period of crime stories 
and murder mysteries on its lis- 
teners should be barred from the 
air. 

Why any sponsor wants to an- 
tagonize parents by putting this 
sort of thing on the air is more 
than I can figure out. 

Suppose you call for your ten- 
year-old at her music teacher’s 
where the sweet young thing has 
been learning a Beethoven Sonata. 
She hops into the car and repeats 
in a gutteral, dramatic voice, “Who 
knows what evil lurks in the hearts 
of men? The Shadow knows— 


This department is a reader’ s forum. Latlets are welcome. 


pounces on the radio dial to be 
sure she doesn’t miss the series 
of late afternoon thrillers on a 
radio station whose owners and 
managers should know better. 

If that happened to you, would 
you buy the sponsor’s product? I 
doubt it. 

Bert S. GITTINs, 

Bert S. Gittins, Advertising, 

Milwaukee. 


Clarifies Point on Avco’s 
Agency-PR Setup 

To the Editor: Your story con- 
cerning Avco Manufacturing Cor- 
poration in your Jan. 17 issue was 
most interesting and comprehen- 
sive. However, there is one point 
about which there may be some 


The copy, art. and layout of the 
Aveo institutional advertising 
campaign have been handled en- 
tirely by Roy S. Durstine, Inc. 
Hill & Knowlton, Inc., as public 
relations counsel, suggested the 
idea of the campaign and a rep- 
resentative of the firm acts as 
advertising manager for Avco. 

Joun W. HILL, 

Hill & Knowlton, Inc., New 

York. 


Madison Avenue Jingles 
in Creative Man’‘s Ears 

To the Editor: I see by your 
paper that your Creative Man is 
impressed by the Long Island Rail 
Road’s brave attempt to win 
friends among its customers. Con- 


hyuh, hyuh, hyuh.” Then she! misunderstanding. sidering the weight of antipathy 
‘ on . 
» * & 
> 4 | 
. DO YOU GET 
a THIS 2 


us factor 


IN YOUR 


TYPOGRAPHY? 


ar 4 


cee composition 


that 


rivals 


Finest hand-set, 


at 


cHIcaco * 22 East Iiinois Street 


LOS ANGELES * 928 South Figueres Street 


and positive rancor that the L. I. 
R.R. has to contend with, the new 
management has done a remark- 
able job. 

As to C. M.’s_ back-handed 
swipe at the Madison Avenue boys, 
it must be conceded that we have 
here our fair share of double- 
breasted stuffed shirts. But per- 
centage-wise, I would say that 
most of us are just working stiffs 
trying to earn a living by selling 
goods as well as the clients will 
allow. Which is why I now in- 
tone— 


Now the Creative Man from the 
prairie 
Condescends to confess he’s 
contrary 
He takes a dim view 
And hastens to boo-oo 
All copy that’s writ east of Gary. 


Could it be that his grapes have 
gone sour 
That he yearns for that long 
cocktail hour 
When the Madison boys 
Far from Illinois noise 
Peer down from their Ivy- 
League tower? 


Yours for more and better 
jingles. 
Louis L. Ronan, 
Dumont, N. J. 


Reddy Kilowatt Authors 
‘Otter Tales’ Editorials 

To the Editor: Attached is a 
proof of the first of a series of 
advertisements we are creating 
for our client, the Otter Tail 
Power Co. These ads will run 
once a month in 145 weekly and 


Reddy Kilowatt 


FRR Wes oh eae 


A manthly eolews of wows end istermerian peblished 
be Grter teil Power Company, Fergus fells Minnesota % 
i, 

Next time go through Fergus Falis, 
and look af the little dam im the Otter 
River bebind our home office, At the turn of 
the century an old water wheel at that some 
spot — used for furnishing powér to a woolen 
mill, a machine shop and other early industries 
~—— ghve Vernon A. Wright the inapiretion tor 

oe supplying folka with electricity 


south of Fergus, on the Otter Teil River. (in fact, my 
grandfather, Eager-Hesrer Kilowatt, was at the opening.) 
What started as a small family business is now « large “family” 
business, with many Otter Tail subscribers owning shares in the 
company that supplies them with electricity. Nearly 500 com- 
munities awd 86,000 individuals in this territery now enjoy 
benefits of electricity — all because a man looking at a dam had, 
an Wem { 
Incidentally, whenever you are in Fergus Patle or in any 
town where there is 2 plant or office, stop in and wee the ° 
Otter Tail folks, They're fight ia the 
middle of a $26.254.000 four-year conntruc- 
‘The other day Mr. Cy Wright, son o 
got the ides fro m the dam, called me into his offiee 
and said: “Reddy, why don't you hep on one of our 
high-limes and go up to Saries, North Dakota, and 
see Mr. Alvin G, Ball.” 
Well, foths, I dida’t peo wee ~_ A. 
Ball was, but I found ow 
te Saries. 


Al owns the ONL ve ie 
bested hears in Kerth Deheta ts fact, >) eS 
it may very well be the northernmost house in the entice 
world that is electrically heated, 

Al's house is a coxry place — ctx rooms and bath with an electric 
beating anit in each room, Each unit hes its own thermostat for 
* indiv vidual room temperatures. Al figures 


then pregrem te give MORE electricity 

e te MORE people — and they'll) want to 
tell you about 

f the man whe 


that electric heat costs him 26% fo 20% | 
teere than oil heat, but be says the simple 
installation cost him 50° to 75% teen than 
an oi) furnace. "What I tke about it,” says 
Al, “in the fact that it's entirely trouble 
free, requires no attention, and is 9 much 
cleaner 
Té have « tough job # I had to 
—ain ee heat EVERY 
rig 
fotke are continually) providing me with more help * 
cure of the ever increasing demand for my sérvice, 
See you folks next month, same place, same time. Meanwhile rs 
there are any questions you want answered about electric service, 
or if you have any items of interest for this littl column, write to 
me: Reddy Kilowatt, % Ovter Tail Power Co., Fergus Falls, Minn. 
_ REDDY KILOWATT 


daily newspapers published in the 
area served by the Otter Tail 
Power Co. This area comprises 
most of North Dakota, and part of 
Minnesota and South Dakota. 

We thought you might be in- 
terested in seeing this because, so 
far as we have been able to de- 
termine, it marks the first time 
a public utility has used the edi- 
torial type of approach in its ad- 
vertising. 

Harowp E. F irr, 

Vice-President, Barney Lavin, 

Inc., Fargo, N. D. 


‘Page 1—Must Reading’ 

To the Editor: Perhaps it was 
editorial modesty but I think it 
was a serious error of makeup 
when they put such a fine, 
straight-shooting story as the one 
of S. R. Bernstein’s Baltimore talk 
way back on Page 30 of the Jan. 
17 issue of ADVERTISING AGE. 

While I always read every page 
of your fine paper I would expect 
to see a good story like that on 
Page 1. 

Just in case some of our own 
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people missed it I am having ‘he 
article photostated and makin. 
“must” reading by all our crea ive 
people and by all agency pe. ple 
working on our account. 
FRANK T. TUCKER 
Director of Advertising, B. 
Goodrich Co., Akron, O. 
asee 


Preaches Same Doctrine 

To the Editor: I want to tell oy 
with what interest I read on F age 
30 of the Jan. 17 issue of Ap) <p. 
TISING AcE the report of the ‘alk 
S. R. Bernstein made to the Aq- 
vertising Club of Baltimore. 

I believe most heartily in the 
doctrine he preached, and as voy 
know, I have been preachin, it 
myself for a long time in my 
articles and books. 

Keep up the good work. 

JAMES D. Woo.r 
Santa Fe, N. M. 
aes 
It Happened to Calvert 

To the Editor: The enclosed 

clipping certainly belongs in Ap- 


Judge Calvert Switches 


HARLAN, Ky., Jan. 5 “).—Spe- 
cial Circuit Court Judge Cleon K. 
Calvert fined himself $10 today on 
a charge of public drunkenness. 
He showed up for yesterday's ses- 
sion of court but it was suspended 
for the day. Shortly after taking 
the bench todae, Judge Calvert 
said: “I fine the court $10 for be- 
ing drunk yesterday and I want 
to see that on the order book.” 
Circuit Court Clerk M. W. Howard 
said members of the regular jury 
panel paid the judge’s fine. 


VERTISING AGE now that Calvert 
has switched. 
Frep P. Rosin, 
Electronic Controls, Inc., East 
Orange, N. J. 
see 

Debates Sears’ ‘Throwaway’ 

To the Editor: The attached 
copy of our letter to Mr. T. V. 
Houser, vice-president of Sears, 
Roebuck & Co., is intended for 
publication in your “Voice of the 
Advertiser” department of ADVER- 
TISING AGE: 


Dear Mr. Houser: Your state- 
ments before the NAEA which 
were quoted in the Jan. 24 issue 
of ADVERTISING AGE are the reason 
for this “fan mail.” If Sears wishes 
to use the $32,000,000 advertising 
budget mentioned for newspaper 
advertising, 74.4% or all of it that 
way, that is Sears’ business. News- 


made fo order... 


No matter whom you want to re ich 
.-. the country’s 39 largest corpc ‘0 
tions employing 20,000 or m>re 
employees or the 1,200,000 sr all 
businesses employing fewer the ) 3 
persons...Dunhill will get for ov 
their names, addresses, andanyc all 
pertinent information. The cour’ y's 
largest publishers, banks, insurc 1¢e 
companies, industrialists, use Du: 7i!! 
for lists. They can be tailored to \ >vf 
measure, cut to your pocketb« ok. 


Dunhill List Co. Inc 


Dept. U, 565 Fifth Ave., New York 
PLaza 3-0833 


412 West 6th St., Los Angeles 
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ers have to live and if they are 
doing the job, fine! We would be 
a :orry country without them, but 
wiv beat our ears down? 

he last paragraph in quotes, 
“Sars doesn’t intend to clutter 
th streets with throw-away cir- 
culars”—the thought breaks here 
and resumes in quotes—‘“at the 
sa ie time this can be accom- 
plished only as advertising rates 
keep this form of competing ad- 

vertising at a disadvantage.” Let’s 

“ rt with the “throw-away” term. 

Why throw-away? That term is a 
te on the advertising manager 
who causes such circulars to be 
prepared and printed just to be 
thrown away. We in the organized 
distribution profession term cir- 
cular distribution, where the ma- 
terial is thrown on the porch or 
doorstep, “newspaper type deliv- 
ery.” We rubber band or other- 
wise secure the circular to the 
doorknob or place it between 
doors. Clutter and throw-away 
where? 

The last part of the quoted state- 
ments accredited to you makes us 
the “bogey man” to keep news- 
paper rates in line. It seems to me 
that it is taking a risk to tell them 
that the gun isn’t loaded. Of course 
we all know too well how many 
people are killed by guns that are 
not loaded. The point I wish to 
make is, “Budget your advertising 
to suit Sears best, if newspapers, 
so be it!” 

There “bogey-man” and the 
“whipping-boy” are not at all com- 
patible. The terms “throw-away 
and clutter” are unfair and un- 
reasonable. 

Puitie J. GREEN, 

P. J. Green Advertising Serv- 

ice, Utica, N. Y. 


Wants a Translation 


To the Editor, attention The 
Creative Man: Speak, oh revered 
oracle! Leave us hear your golden 
words in comment upon the en- 
closed advertisement (I use the 
word loosely). 

We beseech you! Explain to us 
what the hell this silver-tongued 
Clifton Finegan is trying to sell 


Something of a ghost story: 
“How: Do You Like My 


Blue And My Brown Bye?” 


Ghosts play the oddest game They om 
whange boty parts Eke row and | change 
Cotes Is 2 game they play when there's 


eothing more exerting to do Of courme te 
play thie game, you've got to be & ghost 
Maybe W's fun being 2 ghost The experts 


@ ghosts report you ve got to be dead to be 
s ghost, That's s mighty high price te pay 
just We trade eyes with Captain Kidd or 
nome other ghost Bul ihere ss lower price 
that will heep you ovt of the ghost class for 


Hore The (W) Budget Pion Makes It Feary On Frery Men 


or 'mpress upon us. At the same 
lime, whose “responsibility is my 
Safety?” And what does the Red 
Sts» Motors have to do with the 
pri-e of picas?? 

‘’e hope you don’t fall sound 
8S -ep before the 13th line of 
covy! 

WILLtiaM H. Sapiro, 

“vans & Brisebois, Advertis- 

ng, Detroit. 


Not a Gag—a Blunder 


To the Editor: This is a “gag.” 
must be. I mean the ad in AA’s 
rket Place by Allan De Forte 
(..n. 17). Tell me it’s not a serious 
© na fide bid for printing busi- 


hss. Tell me he’s only kidding 


] 


when he offers to kick back 10% 
to the production manager’s pri- 
vate funds (strictly confidential 
of course). 

Tell me AA’s ad manager over- 
looked the copy and that it slipped 
in at the last minute... 

ALLAN J. COPELAND, 

Allan J. Copeland Advertis- 

ing, Chicago. 

It slipped by. We’re thoroughly 
ashamed, and it won’t happen 
again. 

aes 
Questions Propriety 

To the Editor: In my capacity 
as a personal subscriber, I ques- 
tion the propriety of the cartoon 
in your current issue, using pic- 
tures of a noted and highly re- 
spected Roman Catholic order of 


monks and their work of charity, 
as a peg on which to hang an ad- 
vertisement. 
J. K. Ross-DuGGAN, 
Quick Frozen Foods, Chicago. 


The cartoon referred to was re- 
printed from the “Squirt Re- 
porter,” in which it appeared as 
a cartoon, not an advertisement. 
Mr. Ross-Duggan seems a wee mite 
sensitive. 

aes 


‘Popular Mechanics’ 
Centinues to Gain 

To the Editor: The other night 
in reading Page 47 of the Jan. 24 
issue of ADVERTISING AGE, I won- 
dered why Popular Mechanics was 
not mentioned in your story re- 
viewing magazine linage for 1948. 

I believe that we carried more 


pages of advertising last year 
than any general magazine, and 
that very few magazines can say 
they have gained every year for 
four years. 

CLover L. PERKINS, 
Advertising Manager, Popular 
Mechanics Magazine, Chicago. 
Mr. Perkins has quite a point. 

Popular Mechanics’ 2,051 pages in 
1948 (up from 1,946 in 1947) puts 
the publication first in pages 
among all monthly general maga- 
zines. Only seven weeklies and 
Vogue, with 20 issues in 1948, 
carried more pages during the 
year. “Mechanics and _ science” 
publications, including Popular 
Mechanics, Mechanix Illustrated, 
Popular Science and Science Illus- 
trated, all showed page gains in 
1948 over 1947. They were not 


segregated as a “class” in our story 
because they appear as part of the 
“general” group in the _ linage 
tabulations. 


remember 


Business 


Associates! 


Already Television is old enough to have demonstrated that best com- 
mercial results from the use of this medium are obtained by following 


; theatre screen ad techniques. 


From our Member Companies’ 30 years of experience in producing 
short-length advertising films (Spot Movies), we are unusually well 
equipped to help you get the maximum benefits from your television 


film ad production expenditures. 


you: 


Without obligation, our representatives will be glad to discuss with 


1. How you can produce television commercials on film that will be suitable 
for both television and theatre screen use; 


2. 


How you can extend the market coverage of your television films (a) 
through their use in theatres in cities not on your television schedule and 
(b) through their use in theatres in the thousands of towns outside the 
range of television station antennas; 


How you can use our Member Companies’ long-established Spot Movie 
production “know-how” and modern studio facilities in producing effec- 
tive advertising film commercials more economically. 


For full information — wire or write us today. 


NATIONAL OFFICES 


NEW YORK CHICAGO NEW ORLEANS 
seseeecoocccasags> 70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 
°Socosesasasesee** ° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone; Magnolia 4545 
N G B U . EA U KANSAS CITY CLEVELAND SAN FRANCISCO 
yOV f ADV F RT | 5 | 2449 Charlotte St. 400 Leader Bidg. 870 Market St. 
Phone: Harriton 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Crisp Explains 
How Research 
Helps Copy Men 


Crncinnati—Much of today’s 
publication advertising is “aimed 
far over the heads of most of the 
consumers it is presumably created 
to influence,” Richard D. Crisp, 
research director of Tatham-Laird, 
Chicago agency, told the Cincinnati 
chapter of the American Market- 
ing Association. 

“The gap between the average 
copy writer and the average con- 
sumer ability to manipulate words 
and ideas is far too wide to be 
bridged by imagination alone,” Mr. 
Crisp said. “Failure to bridge that 
gap often results in arty advertis- 
ing and in sharply reduced ad- 
vertising effectiveness,” he com- 
mented. 

While research personnel often 
have the necessary knowledge of 
the limitations of the consumer’s 
ability to grasp sales ideas, they 
typically fail to reduce that know- 
ledge to a basis specific enough to 
serve as a guide to creative people, 
according to Mr. Crisp. 

“First-hand contacts with con- 
sumers provide a pretty realistic 
picture of what the average con- 
sumer can assimilate in the way 
of ideas,” Mr. Crisp said, “but un- 
less we can project that picture in 
sharp enough focus so that copy, 
art and account people can see it 
as vividly as if they’d made the 
interviews with us, we're failing in 
one of our major responsibilities.” 


s He pointed out that such a fail- 


ure was a matter of much more 
than academic interest to adver- 
tisers and agencies. Advertising 
which is over the heads of consum- 
ers is often almost completely in- 
effective in registering sales ideas. 
“We advertise to make sales. We 
cannot make those sales without 
planting an idea in someone’s 
mind. The idea content of a great 
deal of advertising is desperately 
low. In many cases the ideas that 
are present are obscured by an 
indirect approach which the typi- 
cal housewife simply cannot un- 
derstand,” he said. 

“We're doing too much adver- 
tising to other people in the adver- 
tising business and too little to 
the people who buy the products 
we're trying to sell,” he charged. 
“When we adopt the clever or sub- 
tle approach which sometimes wins 
the admiration of other advertis- 
ing people, we are almost auto- 
matically closing the door on a 
large proportion of our prospects.” 


ws Mr. Crisp used illustrations of 
good and bad advertisements un- 
covered through research on ad- 
vertising impact to document his 
points. “Almost without except- 
ion,” he commented, “the adver- 
tisement which does an outstand- 
ing job of registering a sales mes- 
sage is an advertisement which 
uses a direct approach and extreme 
simplicity.” 

Research on advertising reading 
habits reveals that today’s great 
volume of printed advertising is 
developing defenses in the con- 
sumer which pose major problems 
for advertisers, Mr. Crisp said, 
adding: 

“Women can look at an ad al- 
most as quickly as you can trip 
the shutter on a camera and clas- 
sify that ad.as ‘not for me.’ When 
they’ve tripped their shutter-minds 
past your ad, you’re all through. 
The problem is to register the idea 
that your ad is for them, and to 
do it in about the time it takes 
to explode a flashbulb.” 


= It is a mistake to attempt to 
substitute research findings for 
creative judgment, he said. “Some 
campaigns have an overload of the 
techniques which are supposed to 
achieve high readership, and an 
almost complete lack of selling 
ideas.” 

The contribution which research 
can make to creative thinking em- 


FA 


1,919,351 FARM PEOPLE 
PROSPER IN THE 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA — 


WWVA COVERAGE AREA 


The 446,639 farms in the area covered by WWVA 
produce nearly a Billion Dollars worth of farm 
products annually. Programs with definite appeal 
to this vast, prosperous farm audience are regular 
features on WWVA; mail surveys prove they are 
listened to and that these listeners buy WWVA- 


advertised products. 


An Edward Petry Man Has the Details 


WHEELING, 
WEST VA. | 


braces two distinct areas, Mr. Crisp 
observed. “First, research can give 
the creative people a greater ap- 
preciation of just what the aver- 
age consumer can and cannot grasp 
in the way of advertising ideas 
and devices. Second, research can 
aid creative judgment by provid- 
ing an objective evaluation of the 
relative idea content of different 
advertising approaches.” 

He emphasized that it is idea 
delivery that counts, and that ideas 
contained in the ad but so pre- 
sented that the consumer misses 
them have little influence on the 
effectiveness of the advertisement. 


Waning Soap Sales 
Indicate Keener 
Competition: Wrisley 


New York—Competition for bet- 
ter products, for lower prices and 
for more effective selling methods 
was predicted for the soap indus- 
try by George A. Wrisley, of Allen 
B.- Wrisley Co., at the annual 
meeting of the Association of 
American Soap and Glycerine 
Producers here. Mr. Wrisley is 
the retiring president of the as- 
sociation. 

Roy W. Peet, manager of the 
association, reported that sales of 
non-liquid soaps and detergents in 
1948 exceeded those of 1947. How- 
ever, a breakdown for soap sales 
alone showed a sharp decrease in 
the final quarter. Total non-liquid 
soap and detergent sales for 1948 
were 2,884,000,000 pounds against 
2,793,000,000 pounds for soap in 
1947. 

Non-liquid soap sales alone in 
the final quarter were 545,000,000 
pounds, compared with 653,000,- 
000 pounds in the third quarter 
and 791,000,000 pounds for the fi- 
nal quarter of 1947. Detergent sales 
rose rapidly, Mr. Peet reported, 
with non-liquid detergent sales 
increasing from 69,000,000 pounds 
in the first quarter to 120,000,000 
pounds in the last quarter. 

Mr. Wrisley said that the gly- 
cerine producers plan to increase 
their research and promotion bud- 
get to $125,000 in order to expand 
that product’s uses and markets in 
view of the beginning of synthetic 
glycerine production by Shell 
Chemical Co. 

Charles Luckman, president of 
Lever Brothers Co., Cambridge, 
Mass., was elected president, suc- 
ceeding Mr. Wrisley. Neil H. Mc- 
Elroy, president of Procter & Gam- 
ble Co., Cincinnati, was elected 
vice-president for the Midwest. 


G-E Develops New 
Video Picture Tube 


General Electric Co.’s tube di- 
vision, Schenectady, has perfected 
a new TV picture tube to provide 
more viewing area in low-price 
sets. Samples will be available 
shortly, with production to get un- 
der way this year. 

J. M. Lang, manager of the tube 
division, said the new tube has a 
diameter of 8%” and will cost 
no more to build than the present 
7” tube while affording 50% more 
viewing area. 


Neilson Appoints Kenney; 
Gets Paper Account 


Helen Kenney, formerly mana- 
ger of the Hermosa Hosiery Shop, 
Waukesha, Wis., has joined Gor- 
don Neilson Co., Waukesha, as 
head of the agency’s new retail 
and radio departments. 

The agency, which has moved 
to larger quarters at 257 W. Broad- 
way, has been appointed to handle 
the direct mail and trade publica- 
tion advertising of Milwaukee 
Lace Paper Co., Milwaukee. 


Zeder-Talbott Names Wood 
Peggy Wood has been named 
public relations manager of Zeder- 
Talbott, Hollywood agency. She 
was formerly with J. Walter 
Thompson Co. as assistant publi- 
city director for the radio depart- 
ment and with NBC’s promotion 


department. 
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ing circulation ad run by the 
stalments. The copy also calls 
should be a subscriber. 

What strikes The Corner as 


parently become—along with 


nd omens ee 


lhe Creative Wan Corner 


A reader from down Philadelphia way sends this interest- 
tures six strips of Terry and the Pirates, plus two Sunday in- 


features found in the Inquirer—as reasons why you, too, 


this ad is the fact that it makes no mention whatsoever of 
the Inquirer’s news coverage. 


reason why people should incline to a particular newspaper. 


Look at What You Missed! 
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Philadelphia Inquirer. It fea- 
attention to various editoria) 
particularly interesting about 


The comic strips have ap- 
editorial features—the prime 


Oye eenage to gut into 0 wost's wat, 


5 Amanas beet newpaper wakenat 


Extent and reliability of news 


The Corner agrees with this 


society faced with some of the 


brought about themselves—by 
the news brought it about? 
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be taken for granted or of secondary importance. 


Indeed, for years Sunday newspapers have been folded with 
the comics outside, for this very reason. As a member of a 


tory, however, The Corner finds it difficult to refrain from 
remarking on the fact that, apparently, the primary function 
of a newspaper—to report news—has become of secondary 
importance in winning readers. 

Why should this be? Is it a condition the newspapers have 


phasis on editorial features? Or has their very handling of 


aes 


Fenn 


coverage are factors either to 


thinking—as selling strategy. 


most crucial decisions in his- 


placing more and more em- 


_ 


NBC Stations Elect 
Campbell and Essex 

Martin B. Campbell, general 
manager of WFAA, Dallas, was 
elected chairman of NBC stations’ 
planning and advisory committee 
at a session in New York. He suc- 
ceeds Paul W. Morency, vice-pres- 
ident and general manager, WTIC, 
Hartford, Conn. 

Harold Essex, vice-president of 
WSJS, Winston-Salem, N. C., is 
the new secretary of the group. 


Graphics Institute Moves 


Graphics Institute, New York, 
specialist in pictorial charts and 
presentations, has moved its of- 
fice from 5 E. 44th St. to 300 W. 
45th St. 


To McNevin-Wilson-Dalldor! 


Watson-Stillman Co., Roselle, N. 
J., has placed its advertising with 
McNevin-Wilson-Dalldort, Inc, 
New York. 
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takes a nosedive. That's when the publicat 


ries over to us. 
Our complete facilities include: 
. ete Sales Promo- © Daily List Maintenance! 
oa Statmaente, Micro-rec- Fulfillment 
ords and Correspondence! 
© Regular Renewal Follow-up! 
Want more information? Write or call: 
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agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 


© Addressing and peed 
Service 


© Nation-wide Newsstand Dis- 
tribution! 


DP svcapmenit- Conf 


538 South Clark Street, Chicago 5, Illinois 


BetUS CIRCULATION Bulle 


COMPLETE CIRCULATION MANAGEMENT 
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When circulation slumps, advertising lineage also 


ion’s man- 


about ¢ 


or he ce 

“The 
shut of. 
absolute 
and de 
make o 
no meal 
celerate 
through 

“It w 
the grov 
changed 
been bre 
growers 
through 

“Adve 
rather t 


P&G Ni 


Procts 
nati, ha 
vertisin; 
advertis 
Bonus, | 
with a 
cloth p 
product 
East in 


Storeca 


Georg 
ident of 
ica, Ne 
executiv 
compan: 
merly y 
Stine & 


Vidmaz 

Vidms 
has apr 
Associat 
advertis 
precisiol 


50 ee) 
; ‘ 
; | Bre 
i | es 
“7 | | W rit 
AKI 
fr sh f& 
= - sumer 
‘ so: 2e Sf 
! di: tribu 
F. W.& 
| kina T 
. 
j Goodfri 
. re cation 
, ee Fruit | 
: wrote: 
_ ee “Adv 
+ ‘ ya ; _ ‘= ma jorit, 
: } ta ~ 4 - e : oS tioned 
; ay : . by othe 
i. ES = —— er's mo 
- , 
i ah Peed f Ce (om save noes nein (Sean oe ago the 
ules eas seted t 
| ee eee rt 7 954 butor i 
- a 2 | 4 —~ the whe 
| vovosy IAS \8 —d | ie i= and the 
le pe ee] “This 
—— ie i = ’ + mains u 
; 4 | goes Be Mi ing m 
: = | eee ae wholesa 
WN cempertonm, ath ait ss) | outstans 
‘ a ee —— ES 
Fy Zs ~~ en r= Se 
1g 4 «BS iS; ES “ they we 
1 = Ma Tee. {= 2 wholesa 
° : i $$$ —— pot whe 
| ee Se pad eS ese 
SSS ae on OO if chase f 
Aw mae Gl ae < tex we 
L ~ er a nd pr . ) P “4 ty i 
, rensoay Mazar Si eee oe —- 4 
ies’ —— Papa et =) Dae 
; pear xe | ey ye, Co | . 
é - } — ; oe! | Gb y 
‘ te We | | 
repay 7 yi x | i) a a! 
wee DN ; 
Sa ae tere Bi} 
w ne mew ~~ y " . t 
| Gee *| ty Woe oa 
- ? i D | ew 
SaTuRDAY & a FE a pe a3” ie 
ee \wan ~~ eV 
SCR CCEA Tee e eee aE % ub | . =] | 
ae - n on eS “xe i 
. a ' Sin, > De! ae CY 
| | 7 s ‘ Pe | | tite 
I 2 | CG 9 | es 
2 @s 2 a 
Ft % te ' ee 
Zz i 
: A ~ encRavens ee 
rie: . | , —_ 
. Fit je x 
v) No) 
& s* 
SOnacizeo © 
4 - 
: 216 W. Ontario Bt. = Chicos 10 WH + 260 — 
A SS Ew SC ae ae ee 
“j — ll 
Mm XO . | | 
1 , . BP | 
i ‘ 
* 
ee le 
—————— 
_ 
i 
‘erti 
beste he m 
nows 
: > >) eans 
: ) shock 
a 4 | 
ee \ ‘ ) ( be , 
i a c ven 
| Pp, arer ) achir 
. Titer 
ine al 
nd he 
1elp if 
This 
eee Se | ica’s fe 
Ss Nous : tising ; 
- . | — Do 3 
Qe” . ee 5 re — - - a 
‘ = | | ghana oe = about 
 §0,000 WATTS ---(CBS — *bout 
EDWARD PETRY f CO.~-~-Representatives §f ‘ tiseme 
Fi . Box 
; - ee 100 } 
- 
PSEA ERE OY MEO TRO iat ORRE RO HR AU Eee hee Vor aes, Vanes nis | Rae NE Reger i & am RRs he 


, 949 


- 


~ 7 
ti 


A vertising Age, February 7, 1949 


A-e Jobbers Merely 
D>pots? Washington 
Writer Thinks So 

aKIMA, WasH.—Advertising of 
fr -h fruits brings grower and con- 
su .er closer together and puts 
sc 1e spice into an “unprogressive” 
di. ribution system, in the view of 
F. W. Shields, manager of the Ya- 
ki 1a Traffic Association. 

. contributing editor to the 
G odfruit Grower, official publi- 
ca.ion of the Washington State 
Fruit Commission, Mr. Shields 
wrote: 

“Advertising is endorsed by a 
majority of fruit growers, ques- 
tioned by some and disapproved 
by others as a waste of the grow- 
er’s money... Twenty, 30, 40 years 
ago the grower’s fruit was mar- 
keted through a wholesale distri- 
butor in the consuming market; 
the wholesaler sold to the retailer, 
and the retailer to the consumer. 

“This system of distribution re- 
mains unchanged. The merchandis- 
ing methods and procedures of 
wholesalers, admitting to some 
outstanding exceptions, are just 
about as unmprogressive today as 
they were 40 years ago. Then the 
wholesale house was a supply de- 
pot where the retailer could pur- 
chase fresh fruits and vegetables 
or he could leave them. 

“The grower was completely 
shut off from the consumer and 
absolutely at the mercy of supply 
and demand. The market could 
make or break him. There were 
no means available for him to ac- 
celerate the movement of fruit 
through the system of distribution. 

“It was a helpless position for 
the grower to be in. This is greatly 
changed today, and the change has 
been brought about chiefly because 
growers are talking to consumers 
through advertising... 

“Advertising is an investment 
rather than an expense.” 


P&G Names Compton for Bonus 


Procter & Gamble Co., Cincin- 
nati, has appointed Compton Ad- 
vertising, New York, to handle 
advertising of its new product, 
Bonus, a granulated package soap 
with a “Morgan Lock-Knit dish- 
cloth packed in each box. The 
product is being introduced in the 
East in newspapers and radio. 


Storecast Ups Hennessy 


George H. Hennessy, vice-pres- 
ident of Storecast Corp. of Amer- 
ica, New York, has been named 
executive vice-president of the 
company. Mr. Hennessy was for- 
merly with Batten, Barton, Dur- 
Stine & Osborn, New York. 


Vidmar Cameras to Kameny 
Vidmar Camera Co., New York, 
has appointed Seymour Kameny 
Associates, New York, to handle 
advertising for the Videx, new 
precision-made camera. 


Wanted: an Ex-Farmer 
who writes 
‘ertile Farm Advertising 


he man this good job is seeking 
nows from experience what it 
eans to scoop grain, fork manure, 
shock fodder, follow a team of 
orses, and ride a tractor. 
And he knows the functions and 
ivantages of the principal farm 
achines in use today. 
This man must be a seasoned 
riter of productive farm maga- 
ine and direct mail advertising, 
nd he must like to write. It would 
.elp if he were college trained. 
This is a key spot in one of Amer- 
\ca’s foremost agricultural adver- 
‘ising agency operations. Salary is 
completely in keeping with the job. 
your experience and ability 
qualify? Then write us in detail 
about yourself, give references, 
supply samples of your work. Our 
organization knows of this adver- 
Usement. 


Box 7265, G AGE 
00 E. Ohio St. 


11, Ill. 


Amino Appoints Kramer 
Russell Kramer, formerly assist- 


ant general sales manager of S &| ; 
been 


W Fine Foods, Inc., has 
named western sales manager of 
Amino products division of Inter- 
national Minerals & Chemical 
Corp. He will head the newly 
opened sales offices at 214 Front 
St., San Francisco. Mr. Kramer 
will direct the educational and 
sales activities for Ac’cent, the 
new food flavor intensifier, and 
will be in charge of 11 western 
states. 


Ice-Flo Appoints Cory Snow 

Cory Snow, Inc., Boston, has 
been appointed to handle the ad- 
vertising and merchandising of 
Ice-Flo Corp., Lonsdale, R. L, 
manufacturer of automatic elec- 
tric ice cube makers for installa- 
tion at point-of-use. 


Ed Zern Joins Geyer, Newell 


Ed Zern, formerly an advertis- 
ing executive with Warner Broth- 
ers Pictures and a copywriter with 
N. W. Ayer & Son, New York, has 
joined Geyer, Newell & Ganger, 
New York, as a copywriter. 


Von Zehle Appoints Smith 

J. Van Velsor Smith, formerly 
an account executive of Wiley, 
Frazee & Davenport, been 
named an account executive of 
William von Zehle & Co. New 
York agency. 


Bulletin’ Promotes Two 

Barry Urdang has been ap- 
pointed promotion director of the 
Philadelphia Evening Bulletin. He 
succeeds George Eager, who has 
been made assistant to the pub- 
lisher. 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 


Pf. 


Does your advertising do all three? 


Leave him not only convinced, but 
conditioned for a sale! 


PARTIAL LIST 
OF CONTENTS 


When to go after inquiries, and when 
not to. 


Long copy versus short. 


How to advertise when you “have 
nothing to sell’’, 


High readership versus the highly 
selective appeal. 


Helping your readers solve a problem. 
What your dealers want to know. 


Four basic steps in creating “Copy 
that Clicks’’—with readers. 


Induce him to read through your 
message... 


Is that too much to expect from any single adver- 
tisement? 

We don’t think so—not when your advertising is 
running in business papers. Because some of the 
outstanding ‘‘success stories” in the whole broad 
field of advertising are to be found in the business 
press today. 

You'll find an impressive collection of them in 
“Copy that Clicks,” the new ABP book which the 
editor of one advertising journal calls ‘‘one of the 
most helpful books on advertising ever published,” 
and which several agencies have made required 
reading for all their copywriters and account men. 
We'll be glad to send you a copy by return mail. 


THE ASSOCIATED 
BUSINESS PAPERS 


An association of 137 independently owned and operated business 
papers. Membership is confined to business papers entered under 
second class postage and audited by the Audit Bureau of Circula- 
tions. Members of ABP subscribe to a code of high editorial, adver- 
tising and circulation standards, and pledge themselves to deliver 
publications worthy of the subscriber's money and the adver- 
tiser’s investment. 


Tue ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


Please send me a free copy of “Copy that Clicks.” 
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Retailers Rank 
Product Data 
at Top in Study 


Rank Window Displays 
First as Tie-in Aid; 


ABP Sponsors Study 


New YorK—New product in- 
formation arrests the attention of 
most dealers and 80% of them 
turn to their trade publications 
first for such news, according to a 
merchandising assistance study 
prepared by Dun & Bradstreet, 
Inc., for the Associated Business 
Papers. 

Of 355 dealers interviewed, 283, 
or 80%, listed “new product in- 
formation” as the feature they 
want most in manufacturers’ ad- 
vertising, and business papers as 


Black's Poultry Company bought 63 stations 
including WDNC, the 5000 watts—620 ke 
CBS station in Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
er 63 stations except one! 


What do you want to sell more 
of at lower cost? 


BURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


Rep. Paul H. Raymer 


the primary source. The same 
feature is sought by 113, or 32%, 
in general publication advertising, 
including daily newspapers and 
consumer magazines of every type. 


w The retailers showed a decided 
preference for trade publications, 
also, in listing other features they 
find most helpful in manufacturer 
ad copy. These features, and num- 
ber of dealers seeking them in 
trade or general publications, in- 
clude: 

Selling features of products: 
Trade, 230 (65%); general, 121 
(34%). 

Prices and price changes: Trade, 
176 (50%); general, 88 (25%). 

Selling suggestions for sales peo- 
ple: Trade, 163 (46%); general, 
48 (14%). 

Suggestions for point-of-sale tie- 
in with displays, local advertising, 
etc.: Trade, 154 (43%); general, 
58 (16%). 


a Window displays ranked at the 
top in dealer favor among types 
of advertising aids which they 
prefer in tying in with manufac- 
turers’ promotional campaigns, 
the study shows. Of the 355 ques- 
tioned, 73% voted for window dis- 
plays. Other aids drew this sup- 
port: Counter cards, 66%; floor 
displays, 59%; cooperative news- 
paper ads, 46%; newspaper ads 
paid for by the dealer himself, 
46%; direct mail, 36%; demon- 
strations, 26%, and sales training, 
25%. 

The average dealer, however, 
uses only 52% of the material 
shipped to him for promotional 
use, suggesting a series of edu- 
cational campaigns which might 
serve as the basis of trade pub- 
lication copy. 

The survey, following a pilot 
study in New York last summer, 
included interviews with retailers 
in the following fields: appliances, 
china, corsets, chain and inde- 
pendent drugs, gifts, chain and in- 
dependent grocery, hardware, 
home furnishings, infants’ cloth- 
ing, jewelry, linen, luggage, office 
equipment, shoes and sporting 
goods. 


a While the average dealer reads 
two and a half trade publications 
and four general publications, he 
studies the former and scans the 
latter, the survey reveals. In ad- 
dition, 78% of the dealers pass on 
copies of their business papers to 


members of their sales organiza- 


tions, and more than 68% of the 
sales personnel read them. The 
average dealer keeps his trade 
publications about two months. 

Dealers indicated they prefer to 
see manufacturers use trade pub- 
lications, rather than other means, 
in keeping them informed about 
consumer advertising. Of those 
questioned, 46% named business 
papers as their first choice; 30% 
named salesmen’s visits, and 21% 
listed direct mail. 

About 48% of the average 
dealer’s customers ask him for a 
specific brand (ranging from a 
high of 66.7% for drug chain 
customers to a low of 26.4% for 
gift shop customers), and 28% of 
the customers ask for dealer rec- 
ommendations. About 60% of the 
dealer’s customers buy what he 
suggests. For his part, the dealer 
lists over-all quality of product as 
the prime factor to consider in 
making recommendations, with 
44% placing this first; 27% list 
brand name leadership as the 
leading factor, and 7% favor spec- 
ial features of the product. 


Ekco Boosts Newman, Brooks 


Charles H. Newman has been ap- 
pointed general sales manager of 
the nationally advertised brands 
division, of Ekco Products Co., 
Chicago, and John G. Brooks has 
been named general sales manager 
of the staple brands division. Both 
were previously assistant general 
sales managers of their respective 
divisions. 


Sutherland Names Swope 


Herbert Bayard Swope Jr., for- 
merly chief director of CBS tele- 
vision, has been named in charge 
of the New York office of Suther- 
land Productions, Inc., Los An- 
geles. He will handle all plans and 
preparation of live and animated 
films and spots for television use. 


Black Motors to Stantield 


The Vancouver office of Harold 
F. Stanfield Ltd. has been ap- 
pointed to direct the advertising of 
Black Motors Ltd., Vancouver 
Mercury, Lincoln and Meteor 
dealer. Newspapers, direct mail 
and British Columbia trade pub- 
lications will be used. 


Pepsi-Cola Elects Two 


Edward A. Leroy, former as- 
sistant vice-president of Pepsi- 
Cola Co., New York, and Herbert 
L. Barnet, vice-president of Pepsi- 
Cola Metropolitan Bottling Co., 
have been elected vice-president 
and assistant vice-president, re- 


spectively, of Pepsi-Cola Co. 


Which one 
meets your 


sereening test? 
Seed 


If you're interested in magnificent 
figures — sales figures — it’s the 

one at the right. She and her husband 
spend one of the highest incomes 

among all big magazines on their home 
and family. They depend on 

Better Homes & Gardens for information 
and ideas. Is your story there 

to help make up their minds? 


America's First Service Magazine 
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WHOSE MIKE?—It’s Shure Bros., but the 
single line of copy points out that this 
product is “The microphone that needs 
no name.” Business papers carry the ad. 


Sure It's Shure! 
Mike Copy Takes 
Name for Granted 


Cuicaco—Ask the man who 
owns one and, Shure Bros., Inc., 
believes, he’ll probably be able 
to tell you that it’s “The micro- 
phone that needs no name.” 

The company’s complete con- 
fidence in the excellence of its 
product, and its acceptance in the 
field, have prompted the Chicago 
microphone and sound equipment 
manufacturer to run a one-time 
ad in business papers reminiscent 
of Packard Motor Car Co.’s maga- 
zine pages last fall which were 
headlined: “America’s most pow- 
erful, most luxurious motorcar... 
One guess what name it bears!” 

Shure’s ad in current radio and 
sound trade publications is head- 
lined simply: “Photographed with 
more celebrities the world over 
than any other microphone.” A 
large illustration of the Shure 
mike, without positive identifica- 
tion, is accompanied by a single 
line of 6 pt. copy—“The micro- 
phone that needs no name.” 

H. T. Harwood, Shure’s adver- 
tising manager, said the company 
adopted this technique because it 
thinks that “ninety per cent of 
the people in the sound business 
will identify the mike at first 
or second glance, and probably 
remember it better for having had 
to do a little mental work.” The 
others, he said, “should have their 
curiosity sufficiently aroused to 
do a little checking up.” 

Trade reaction will determine 
what future use Shure makes of 
the “mystery” technique. Casler, 
Hempstead & Hanford is the agen- 


cy. 


Fadell Appoints Overton 

Ralph E. Overton, formerly in 
the advertising department of Dr. 
Salsbury’s Laboratories, Charles 
City, Ia., farm chemical and phar- 
maceutical manufacturer, has been 
appointed agricultural research di- 
rector of Fadell Advertising Co., 
Minneapolis. 
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Weekly Newspape: 
for Children Will 
Make April Debut 


Los ANGELES—Kids Gazett: , 
weekly children’s newspaper \ |th 
national circulation, is sched: 
to make its first appearance A 
2 in tabloid size and will be c. 
posed of a national edition \ } 
eastern, midwest and Pacific C 
supplements. 

Published by the newly-for , 
Kids Gazette Publishing Co., he aq- 
ed by Jack J. Wendell, the we: «ly 
will appoint junior high school ge 
youngsters to key editorial spots. 

Sports. news and features: 
amusement, drama and art sto ies: 
cartoons and comics; features on 
children’s activities and hobbies 
and a pictorial section will all be 
included under present plans. 

Introductory subscription rates 
will be $1 for 26 issues, and a 
national subscription drive, using 
radio, newspapers, direct mail and 
trade publications, is set to open 
Feb. 7 in the U. S. and English 
speaking countries abroad. 

Editorial offices have been 
opened at 6600 Lexington Ave. 
Los Angeles, and Davis-Harrison- 
Simmonds has been appointed to 
handle the account. 


Armstrong Joins JWT 


Victor Armstrong, former ad- 
vertising and sales promotion 
manager of Consolidated Vultee 
Aircraft, San Diego, Cal., has 
joined J. Walter Thompson Co. 
New York, to work on the Ford 
dealer account. Lyman Avery, 
who has worked on this account 
in Thompson’s New York office, 
has been transferred to the agen- 
cy’s Detroit office to assume new 
duties on the account there. 


Luis Dillon Joins FC&BI 


Luis G. Dillon, for the past 15 
years with McCann-Erickson, New 
York, as a director and vice-pres- 
ident of the agency’s principal 
subsidiaries operating in Latin 
America, has been appointed ex- 
ecutive vice-president of Foote, 
Cone & Belding International 
Corp., New York. He will be in 
charge of all Latin American 
activities. 
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Ac ertising Age, February 7, 1949 


Ban on Railway 
Express Truck 
S.gns Upheld 


(Continued from Page 1) 
im oaterial.” 

, the Trenton case, the court 
spt sharply over freedom of 
specch, with Justice Stanley Reed 
pointing out that there is no re- 
striction upon the communication 
of ideas or discussion of issues by 
the human voice, newspapers, 
pamphlets and dodgers. 

Admitting that “more people 
may be more easily and cheaply 
reached by sound trucks,” Justice 
Reed contended, “To enforce free- 
dom of speach in disregard of the 
right of others would be harsh and 
arbitrary in itself.” 


s Justice Hugo Black replied, 
“There are many people who have 
ideas they wish to disseminate but 
who do not have enough money to 
own or control publishing plants, 
newspapers, radios, moving picture 
studios or chains of show places.” 

At another point, Justice Black 
declared, “It is of equal importance 
that criticism of government not 
be limited to criticism by press, 
radio and motion pictures. 

“For the press, the radio and the 
moving picture owner have their 
favorites, and it assumes the im- 
possible to suppose that these 
agencies will at all times be 
equally fair as between the candi- 
dates and officials they favor and 
those whom they vigorously op- 
pose.” 


s For himself, and Justices Doug- 
las and Rutledge, Justice Black 
conceded that some kind of regu- 
lations are necessary to prevent 
sound trucks from becoming a 
nuisance. 

But he contended the general 
authority confirmed in the Tren- 
ton case “left preference in the 
dissemination of ideas to those 
who can obtain the support of 
newspapers, or those who have 
money to buy advertising from 
newspapers, radio or moving pic- 
tures.” 

“It is wise for all who cherish 
freedom of expression to reflect 
upon the plain fact that a holding 
that the audiences of public speak- 
ers can be constitutionally pro- 
hibited is not unrelated to a like 
prohibition in other fields,” Justice 
Black warned. 

While the court united in the 
New York case, a concurring 
opinion by Justice Robert Jackson 
illustrated the full scope of the 
power which has now been lodged 
with local officials. 

“If New York should assume 
that display of any advertising on 
Vehicles tends and intends to dis- 
tract the attention of persons using 
the highways and to increase the 
dangers of its traffic, I should 
think it fully within its consti- 
lutional power to forbid it all,” 
Justice Jackson wrote. 


8S 
Into 
Ineli 
grea 


‘h an ordinance would run 
‘onflict with many interests, 
ling some, if not all, of the 
ea metropolitan newspapers, he 
Poin ed out. “Their blandishment 
of t! » latest sensations is not less 
aca se of diverted attention and 
taf’ > hazard than the common- 
blac cigaret advertisement which 
the ruck-owner is forbidden to 
HS iy.” 

he city seeks to reduce the 
haz rd only by saying that while 
Por may, others may not exhibit 
Puc’ appeals. The same display, 
or -xample, advertising cigarets, 
vb h Railway Express Agency is 
for! dden to carry on its trucks, 
Ma’ be carried on the trucks of a 
“ig: et dealer and might on the 
Tu <s of Railway Express Agency 


Last Minute News Flashes 


Transamerica Takes Space to Explain Case 

San FrRANcisco—Transamerica Corp. last week ran full-page ads in 
newspapers throughout the U. S. charging that competing bank sys- 
tems spurred the Federal Reserve Board to start anti-trust proceedings 
against Transamerica and the Bank of America, 23% of whose stock 
is held by Transamerica. The “homey” copy was written by Trans- 
america’s staff. West-Marquis here placed the copy. 


Census Reports Family Income at $3,000 in ‘47 


WASHINGTON—With one of every three of 37,000,000 families receiving 
support from two or more paid workers, average U. S. family income 
in 1947 reached $3,000, 20% above the 1944 level, the Census Bureau 
reports. Seven million families had incomes in excess of $5,000, but 
10,000,000 still had incomes of less than $2,000 in 1947. 


Amm-I-Dent to Launch New Tooth Powder 


New YorK—Amm-I-Dent, a new ammoniated tooth powder, pro- 
duced by Amm-I-Dent, Inc. (Block Drug Co. subsidiary), will be 
handled by Cecil & Presbrey. The introductory campaign will use 
newspapers, radio, magazines and business papers. 


Walter B. Martin Joins Tatham-Laird 

Cuicaco—Walter B. Martin, formerly copy chief of Roy S. Dur- 
stine, Inc., Cincinnati, and previously copy chief of Maxon, Inc., Chi- 
cago, and of Campbell-Mithun, Minneapolis, has joined the creative 


staff of Tatham-Laird, Chicago. 


if it dealt in cigarets. 

“And almost an identical adver- 
tisement may be carried by Rail- 
way Express Agency if it pro- 
claims its own offer to transport 
cigarets. But it may not be carried 
so long as the message is not its 
own, but’a cigaret dealer’s offer 
to sell the same cigarets.” 


se Justifying the police, Justice 
Jackson says it is one thing to 
tolerate action from those who act 
on their own and it is another 
thing to permit the same action to 
be promoted for a price. 

“Of course, Railway Express 
Agency did not hold itself out to 
carry or display everybody’s ad- 
vertising, and its rental of space 
on the side of its trucks was only 
incidental to the main business 
which brought its trucks into the 
streets,” he observed. 

“But it is not dificult to see that, 
in a day of extravagant advertising 
more or less subsidized by tax de- 
duction, the rental of truck space 
could become an obnoxious enter- 
prise.” 


Otis A. Kenyon 


Dies in Nassau 


Nassau, BaHAMAs—Otis Allen 
Kenyon, 69, noted engineer, re- 
search man and chairman of the 
board of Kenyon & Eckhardt, New 
York, died here Feb. 3 of a cere- 
bral hemorrhage. Mr. Kenyon, 
who lived in Greenwich, Conn., 
Was on a vacation. 

Mr. Kenyon began his business 
career as a member of the Rail- 
road Test Commission of the St. 
Louis World’s Fair. In 1918 he 
joined Ray D. Lillibridge Co., tech- 
nical advertising. His own firm, 
Kenyon & Eckhardt, was formed 
in 1929. He became board chair- 
man in August, 1942. Mr. Kenyon 
was also chairman of the Adver- 
tising Research Foundation. 

A son, Donald B. Kenyon, is an 
account manager at K&E. 


Textron Sponsors TV Comedy 

Paul and Grace Hartman, com- 
edy stars of the musical, “All for 
Love,” will be featured in a half- 
hour situation comedy over NBC’s 
East Coast TV network starting 
Feb. 27 at 7:30 p.m., EST. Tex- 
tron, Inc., will sponsor the tele- 
cast through J. Walter Thompson 
Co. 


Introduces Pencil-Lite 


Brownie Mfg. Co., New York, 
has created a new combination 
flashlight and mechanical pencil, 
called Pencil-Lite. The pencil is 
being promoted in AA as a pre- 
mium item. 


To Be ‘Advertising Agency’ 
Advertising & Selling, New York, 

will change its name to Adver- 

tising Agency some time this 


spring. 


Woods Negotiates 
with Entertainers 
and TV Film Makers 


HoLLywoop—Mark Woods, pres- 
ident of American Broadcasting 
Co., told a press conference here 
last week that ABC is negotiating 
with five top entertainment stars 
in an effort to replace Bing Crosby, 
who goes to CBS with his Philco 
show next fall. 

Mr. Woods revealed that his 
company is negotiating with 20th 
Century-Fox Films, Hal Roach 
and Universal Pictures for tele- 
vision film features. If satisfactory 
arrangements cannot be made, 
ABC will make its own TV films, 
he said. 

The network, he added, is not 
negotiating with any potential 
buyer for the company. Questioned 
about recent sales of large blocks 
of stock by himself and other ABC 
executives, Mr. Woods said em- 
phatically that the sales were made 
only to relieve bank pressure for 
repayment of loans. “We retained 
every share we possibly could,” 
he said. 

Nevertheless, he continued, ABC 
is adequately financed to carry 
on aggressive AM and TV opera- 
tions. Between July 1, 1948, and 
next May 1, he revealed, ABC will 
have spent close to $6,156,000 for 
television equipment. He believes 
it will take five years for the in- 
vestment to pay off. 


Colbert Reports Nehi 
Sales Higher in “48 


C. C. Colbert, president of 
Nehi Corp., told the annual meet- 
ing of Nehi representatives in 
Columbus, Ga., that sales of Royal 
Crown Cola, Nehi flavors and Par- 
T-Pak beverages were higher in 
1948 than in any previous normal 
year. 

During the coming year, Nehi 
distributors will put greater em- 
phasis behind mechanical vending 
of soft drinks, and will inaugurate 
a new sales, advertising and mer- 
chandising promotion program for 
all products in the line. 


Sponsors ‘Winner Take AIll' 


The Pepsodent division of Lever 
Brothers Co., Chicago, has signed 
to sponsor “Winner Take All,” ra- 
dio quiz show, for Rayve home 
permanent, starting Feb. 28, over 
the full CBS network. Originating 
in New York, the show will be 
heard Mondays through Fridays 
from 4:30-4:45 p.m., EST. J. Wal- 
ter Thompson Co., Chicago, is the 
agency. 


Terminates Mayer Contract 


Mitchell-Faust Advertising Co., 
Chicago, announced last week that 
its relationship with Oscar Mayer 
& Co., Chicago meat packer, 
which has been in effect since 1942, 
will be terminated April 30. 


RETURNS—Horlicks Corp., Racine, Wis., 
reintroduced its Boost in Harrisburg, Pa., 
late in January. Boost, a chocolate- 
flavored, malted food drink, has not been 
marketed in recent years. Leo Burnett 
Co., Chicago, the agency handling the 
account, declined to comment on the 
scope of the campaign. 


Tough Magazine 
Problems Told 
by Allan Adams 


(Continued from Page 1) 
be nearer 2% than the 5% which 
might be expected. 

He illustrated the paper problem 
by reporting the paper cost of 
Today’s Woman, which in July, 
1947, was $50,000 monthly. In 
January, 1948, it was $75,000 
monthly and today it is $100,000 
monthly. This increase represents 
paper alone, he emphasized, “in 
short, $600,000 more for our basic 
commodity in one year against 
prices already vastly higher than 
in the prewar period.” 

“If some relief is not provided,” 
he warned distributors, “I predict 
added millions of circulation sev- 
eral times current losses missing 
from your territories a year 
hence.” 


ms He charged advertisers and 
agencies with “years of worship 
at the shrine of large circulation 
regardless of the methods pursued 
in obtaining it.” In the women’s 
service group, he said, “if one of 
the publishers chooses to hold 
circulation in what might be called 
natural demand, he’s out of luck 
—advertisers, overlooking pres- 
sure methods used by the other 
books, scratch the pure periodical 
for its inability to keep up with 
the parade, even though the of- 
fending magazine is probably of- 
fering the best.net value per ad 
dollar.” 

He cited a magazine to which he 
has a ten-year subscription at 
$6.50 a year. A month after re- 
newal, he received four offers, two 
40-week offers at $4 and some odd 
cents, and two 48-week offers at 
$5 and some odd cents. “Fourteen 
ounces of material, stamps ard 
stuff laid on our desks. And, of 
course, that operation is clean as 
a whistle by comparison. I wonder 
what that last half-million costs 
stockholders and costs advertisers 
in watered circulation unnaturally 
built.” 

He also cited a news weekly’s 
offer of “40 issues for $2.67. To 
buy 40 issues on the newsstands 
would cost me an even $8. The 
$2.67 price is two-thirds less than 
the newsstand price, yet this pres- 
sure circulation is perfectly per- 
missible under the ABC rule, 
whereby the publisher must col- 
lect 50% of the basic annual ‘sub’ 
price from the subscriber, which 
basic annual ‘sub’ price, incident- 
ally, is dictated by the publisher.” 


ws That some advertisers are al- 
ready moving into this situation 
is evident from a letter sent by 
“one of America’s great food ad- 
vertisers”: 

“Our future policy,” it said, “in 
evaluating magazine circulation 
will be based on the elimination 


, 


of all circulation which, in our 
judgment, is at all questionable, 
larriving at what we consider to be 
the net voluntary or wanted circu- 
lation. This net circulation will be 
applied against the cost per page 
|with the resultant cost per thou- 
sand figure.” 

“In the case of------ {Mr. Adams 
withheld the magazine’s name] as 
covered by the APR© verert for 
June 30, 1948, we are eliminating 
the following items: Subs spon- 
sored by civic or charitable organ- 
izations, combination sub sales, 
premium sub sales, paid during 
service subs.” 

Mr. Adams hailed this decision 
in these terms: “Let that be 
spread, let it become a fixed law 
of the Audit Bureau of Circula- 
tions, for example, and publisher 
prosperity would be realized, the 
ad dollar’s efficiency would re- 
SUSU. 6 6” 

The meeting in Biloxi included 
Bipad, the Deep South Whole- 
salers and Southwest Wholesalers. 


Magazine Income 
Was $463,000,000 
in ‘48, MAB Says 


New YorK—The 1948 advertis- 
ing revenue for 127 magazines 
measured by Publishers Informa- 
tion Bureau was $463,000,000. 
These figures cover general and 
national farm magazines, but ex- 
clude- Sunday newspaper maga- 
zines, and represent a 4.6% in- 
crease over the $442,000,000 for 
1947. 

The 1948 volume was an all time 
high for magazines, and marked 
the llth year magazines have led 
national media in income. MAB 
estimates that PIB figures cover 
80-90% of national magazine and 
periodical advertising, and the to- 
tal for all would be well over half 
a billion dollars. 

The five leading business class- 
ifications, according to PIB: (1) 
food and food products, $49,500,- 
000; (2) apparel, footwear and 
accessories, $48,300,000; (3) toi- 
letries and toilet goods, $39,100,- 
000; (4) automotive, accessories 
and equipment, $38,200,000, and 
(5) household equipment and sup- 
plies, $34,200,000. 

The largest gains over 1947 
billings were registered in these 
classifications: (1) household 
equipment and supplies, $7,800,- 
000 or 29.4%; (2) automotive, ac- 
cessories and equipment, $7,800,- 
000, or 25.5%; (3) building ma- 
terials, equipment and fixtures, 
$4,800,000 or 33.4%; (4) food and 
food products, $4,800,000, or 10.6%; 
and (5) household furnishings, 
$4,600,000, or 22.9%. 


CBS Promotes Hausman 

Louis Hausman has been named 
director of the advertising and 
sales promotion department of 
CBS, New York. With Columbia 
since 1940, he has been associate 
director of that department since 
October, 1947. In his newly crea- 
ted position Mr. Hausman will 
continue to report to Victor M. 
Ratner, vice-president in charge of 
advertising and sales promotion. 


Ad Council Airs First Net 


Program on Economic System 

“Work in Progress,” the first 
network program supporting the 
Advertising Council’s campaign 
for a better understanding of the 
American economic system, was 
broadcast Feb. 6 over CBS. 

Documentaries on the campaign 
will be carried on NBC in Febru- 
ary, ABC in March and Mutual in 
April. 


DuClos Named Vice-President 

Chester H. DuClos, former ad- 
vertising manager of the Vick 
brands division of Vick Chemical 
Co., New York, has been appointed 
vice-president of Wiley, Frazee & 
Davenport, New York. Prior to his 
association with Vick, Mr. DuClos 
was with Centaur-Caldwell divi- 
sion of Sterling Drug Co. and J. 
Walter Thompson Co. 
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Without fanfare and without 


change in plans United States 
Brewers Foundation observed the 
tenth anniversary of its “Joe 
Marsh” campaign in 4,000 weekly 
and 1,000 daily newspapers, and 
has just started on Year No. 11. 

Headline of each ad is “From 
where I sit,” and in each “Joe” 
gives a mild dissertation on mod- 
eration and on the freedom of an 
individual to do those things, such 
as drinking beer, which don’t in- 
terfere with others. 

The Foundation also is contin- 
uing, in Collier’s, Life, Look, Mc- 
Call’s, U. S. News and Woman’s 
Home Companion, a series based 
on paintings of “Home Life in 
America,” started in 1945. 

This joint program is supported 
by 230 of some 430 brewers in the 


est, most compoct 
writing-lighting instru- 
ment mode! PENCIL-LITE 
end, the World's 
Smatiest Flashlight; of the 
other, o prepel-repe!, mechan- 
ical pencil using standard leads. 
Built-in combination switch for a 
quick flash or steady beam of light. 
Gold-tone cap and smooth plastic barre! 
enhonce the downright usefulness of this 
truly fine jighting ond writing instrument. 
PENCIL-LITE is on the way to being o smash- 
hit premium. Better write today for details and 
prices. Jeng dl t forget—stote quantity and imprinting 
or ping instr 


“BROWNIE-LITE”’ <) 


The original midget flash- 
light and still the World's 
Smallest! Only 2” long yet 
more powerful and longer 
lasting than larger flashlights. 
Models in golden jewelers’ 
metal and sterling nate im- 
printed any way you choose. Send 
today for colorful, descriptive leaf- 
let **Brownie-Lite Parade."’ 


‘*WRITE-LITE”’ 


Brownie's famous 

smooth-flowing ball-pen 
and midget flashlight 
combination with the ex- 
clusive double-duty switch. 
Finished in gold-tone, gleam- 
ing metal. it's always ready 
for a thousand uses. 


\ 


Want the full story on Brownie? 
Write today for ‘Bright Ideas from 
the Brownie Line."* 
Brownie means inexpensive premium 
buving—for any promotional use—so 
Be Bright —Buy Brownie! 


BROWNIE MFG. CO. 
1958 William St.. New York 7,.N.Y. 


country. The budget of nearly 
$2,000,000 is divided about 50-50 
between newspapers and maga- 
zines. J. Walter Thompson Co. is 
the agency. 

aes 

Reports to the contrary, Horace 
Heidt will not be moved from the 
Sunday night NBC spot opposite 
the Jack Benny show on CBS—for 
the time being at least. Philip 
Morris & Co., which sponsors the 
band leader’s talent show, is not 
overly concerned about the 11.4 
Hooperating it scored Jan. 9. It 
should be remembered that this 
is the start of a new cycle for the 
broadcast which reached a peak 
in audience interest in late Decem- 
ber when the year’s Philip Morris 
winner was selected. (Mr. Heidt 
rated 17.3 in his last broadcast 
before the time switch.) 

gee 

Winslow Sears, president of 
Croft Brewing Co., Boston, had 
this comment to make recently in 
reporting Croft sales ($4,009,687) 
for the year ended last Sept. 30: 
“The time has arrived in the in- 
dustry when many small brewers 
are being forced out of business 
by high costs and by the powerful 
advertising campaigns of the larger 
units of the industry.” 

Though Croft’s profit after 
taxes was only $33,348 for the fis- 
cal year, its president expressed 
determination to keep going with- 
out sacrificing quality in its pro- 
ducts. 


Plans Cherry Campaign 

The Michigan Cherry Commis- 
sion, Lansing, has announced plans 
for the first advertising program 
under its new setup. The cam- 
paign, to break simultaneously 
with the National Cherry Week 
campaign, will include the use of 
Michigan daily and weekly news- 
papers, trade publications, direct 
mail, window banners and radio. 
Hotels, restaurants, markets and 
bakeries will cooperate. Chapman 
Advertising Agency, Detroit, has 
been named to handle the account. 


Lazarus Names Erickson 

Eric L. Erickson, who has been 
head of his own agency in Albany, 
Ore., and formerly advertising 
manager of Sol Ellis & Sons, Chi- 
cago, has been named an account 
executive of Harry J. Lazarus & 
Co., Chicago. 


IS MOVI 


During the season over 300,000 


the year spending is at its peak! 


Che Evening 


The Sunshine 
ST. 


A CITY 3 TIMES THE SIZE 
of South Bend's 101,268 Population 


(1940 Government Census — 


and, like South Bend, 
“A Test Town of U.S.A.”* 


ST. PETERSBURG, FLORIDA 


for the winter and spring months! 


U. S. A. and Canada will have visited the “Sunshine City.” 


St. Petersburg offers you all of these visitors, in addition to the 
100,000 city permanent population. 


Take advantage of this $120,000,000 Retail Market. 


PETERSBURG'S FAMILY NEWSPAPER 
Represented Nationally by 


Last Estimate 121,000) 


NG TO 


people from every part of the 


At this time of 


Independent 


Newspaper 


DeLISSER, INC. 
New York . Chicago . Philadelphia . Atlanta 
*Apologies to South Bend (Indiana) Tribune. 
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1948 ‘First Fifty’ 
Report Shows 
Same Two Ahead 


‘Chicago Tribune,’ 
‘N. Y. Times’ Lead in 
Media Records Report 


New York—For the third suc- 
cessive year, the Chicago Tribune 
in 1948 led all other U. S. news- 
papers in total lines of advertising 
carried. Its linage of 42,681,608 
was slightly more than twice its 


linage in 1941, when it ranked 
fourth. 
Media Records’ annual “First 


Fifty” report for 1948 shows the 
Tribune carried 14,870,875 lines in 
Sunday issues—second to the New 
York Times’ 15,173,348 lines—and 
was first among morning dailies 
with 22,654,762 lines. The Tribune’s 
linage gained 13.7% over 1947. 
Media Records shows the New 
York Times in second place for 
the third successive year, with a 
seven-day total of 35,073,418 lines, 
6.1% more than it carried in 1947. 
Although ahead of the Chicago 
Tribune on Sunday advertising, 
the Times was sixth among morn- 
ing dailies, nearly 5,000,000 lines 
behind the Tribune on weekdays. 


es In third place last year was the 
Miami Herald with 34,585,459 lines, 
one-fourth more than that news- 
paper carried in 1947, when it 
ranked 11th among the 356 news- 
papers measured by Media Rec- 
ords. The Baltimore Sun, third in 
1947, was fourth last year with 
34,504,909 lines of advertising. The 
Detroit News, with a 13.7% linage 
gain, again was in fifth place, with 
34,402,949 lines. 

The Milwaukee Journal, which 
led all newspapers in 1944 and 
1945 but had dropped to eighth 
place in 1947, came back to sixth 
last year as an 18.1% ad gain gave 
it a total of 34,329,926 lines. The 
Washington Star, perennial leader 
in the “First Fifty” reports before 
the war, slipped one notch last 
year to seventh, with 33,085,982 
lines (up 10% over 1947). 

The Philadelphia Inquirer was 
up strongly to 32,778,081 lines and 
eighth place in 1948; the Dallas 
Times-Herald was ninth with 32,- 
598,237 lines, and the New York 
News was tenth with 32,492,117 
lines (including 8,115,778 lines of 
split-run ads). 


1948 shows that 42 U. S. news- 
papers each carried more lines of 
advertising than the Milwaukee 
Journal did in 1944 when its 21,- 
311,000 lines gave it top position 
on the “First Fifty” report for that 
year. 

The Youngstown Vindicator- 
Telegram, last on the list of lead- 
ing papers for 1948 with 19,879,- 
767 lines, had more than 2,000,000 
lines over the total which the 
Denver Post had in the 50th posi- 
tion the preceding year. (The Post 
ranked 43rd for 1948). In 1946, 
slightly more than 15,000,000 lines 
were enough for a place on the 
top 50 listing. 

The new report shows that the 
Washington Star was the leader 
among evening newspapers in 
1948, with 24,291,441 lines. It had 
been third in 1947. The Dallas 
Times-Herald, although gaining in 
weekday linage, dropped from first 
to second place among evening 
dailies last year with 23,936,518 
lines. The Detroit News was third 
with 23,693,322. 


ws In general (national) ad volume 
last year, the Chicago Tribune led 
among morning dailies with 3,926,- 
434 lines; the Chicago News led 
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COLOR TIES—The Grand Rapids Herald 
introduces an interesting new tie-up stunt, 
permitting local dealers to tie up with 
national color copy by using the same 
color in their own advertising. This red 
and black Perk ad was supported by two 
tie-ups, in each of which the Perk pack 
age was shown in red. 


lines, and the New York Times 
led Sunday newspapers with 4,- 
400,389 lines. 

In automotive advertising, the 
Miami Herald led morning dailies 
with 935,750 lines (just ahead of 
the Rochester Democrat & Chron- 
icle), while the Rochester Times 
Union led evening dailies’ with 1,- 
144,772 lines (just ahead of the 
Buffalo News’ 1,039,877 lines). The 
Hartford Courant led in this classi- 
fication on Suhdays with 551,170 
lines. 


ws The New York Times carried 
the most financial advertising on 
weekday mornings with 853,064 
lines; the Hartford Times led with 
389,620 lines among evening dail- 
ies, and the Providence Journal 
carried the most financial adver- 
tising (177,253 lines) on Sundays. 
In total display, the New York 
News is ranked first on weekday 
mornings with 20,728,754 lines 
(5,319,413 split-run included); the 
Dallas Times-Herald with 19,447,. 
134 led evening dailies in this cate- 
gory, and the New York Times ran 
most (12,953,243) on Sunday. 
The Chicago Tribune’s 9,179,750 
lines of classified on weékdays 
gave it the lead among morning 
papers. Two Toronto evening pa- 
pers—the Telegram and the Star, 
each with about 7,500,000 lines of 
classified—carried more classified 
than the Akron Beacon-Journal, 
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whose 6,439,122 lines of classifi j 
were more than any other eveni g 
U. S. daily carried. The Detr: ; 
News carried more classified (. - 
010,425 lines) than other Sund y 
papers. 


a In department store advertisi) : 
the New York News, with 6,43) - 
239 lines (including 2,494,495 sp iit 
run) led other morning daili: ;. 
Among evening papers, the M 
waukee Journal led in departme 
store ad volume with 7,961,8 
lines, and the Sunday leader 
this classification was the New 
York Times, with 4,608,924 line 
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Independent Radio 
Stations to Set Up 
Promotion Campaign 


CuicaGco—-The Association of In- 
dependent Metropolitan Stations, 
composed of 21 independent broacd- 
casting stations in cities of 100,000 
population or more, approved the 
idea of a group promotion pro- 
gram at its meeting here the last 
week of January. 

Details of the promotion cam- 
paign will be worked out through 
correspondence between the mem- 
bers and will probably take def- 
inite shape within two or three 
months. 

The association, which operates 
informally, without officers, con- 
stitution, dues or legislative ob- 
jectives, also sent out membership 
invitations to six additional inde- 
pendent stations, and worked out 
an informal group purchasing ar- 
rangement for program materials. 

Steve Cisler of WKYW, Louis- 
ville, Ky., is acting secretary of the 
association. 


Treadwell to Tea Bureau 

Wilham F. Treadwell, tormerly 
directur of pubdlic relations of 
‘awcett Publications, has been 
appointed director of information 
of the Tea Bureau, Inc., New York. 
He succeeds Martin Quigley, who 
has joined Stephen E. Fitzgerald, 
public relations. 


ee wry SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


a The Media Records report for]: 


evening dailies with 3,725,793 


£ TO ENABLE YOU TO SPOT-TEST NEW My 
MARKETS, OR TO GET THE ADVANTAGE OF COLOR f 


PRINTING IN SMALL JOBS WE SPECAUES IN 


duotone or full-color process. 


AMONG OUR CLIENTS — 
Montgomery Ward 
Sears Roebuck 
Caterpillor Tractor 
Diamond T Motor Co. 
Studebaker Corp. 

General Motors 

Diesel Corp 

General Milis 


: Martin Senow 
; GrantJacoby 
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Wilde Uamaging Economy |\'' 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we can give you runs of as few as 100 
copies, in any size up to 40” x 60” 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


% Yule Wlagnificend 
Reprodidion. i 


Our screenless, dotiess process is the near- 
est approoch to photography. Just give us 
your negative or kodachrome or any art 
work (4" x 6” or larger) and we will come 
through with reproductions of amazing fidelity. 


FREE SAMPLES gladly mailed to you on 


request. Or, if you have a job coming up 
right now, ovr quotation will interest you. 


sheets in either monotone, 


Py 


ILLINOIS ~PHOTOGRAVURE CO. 


3 466 W. Superior St. + Chicage 10 + De. 7-6950 


Promp! service in and from 
Portland « Seattle « Los Angeles 
Konsas City ¢« Lovisville « Chicago 
Cincinnati e« Washington, D. C. 
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Fleming Newbold, 
‘W ashington Star’ 
President, Dies 


\\ ASHINGTON—Fleming Newbold, 
75, president of the Evening Star 
Newspaper Co. and former chair- 
man of the Bureau of Advertising, 
ANPA, died unexpectedly of cor- 
onary thrombosis at his home 
ear'y Monday morning. 

Known as a crusader for integ- 
rity in advertising, he had been 
business Manager and director of 
the Star here from 1910 until 1944 
and had been a director of the 
American Newspaper Publishers 
Association for many years. He 
became manager of the Star in 
1944. 

Mr. Newbold became president 
of the Star last Feb. 18, succeeding 
his brother-in-law, Frank B. 
Noyes, who resigned to become 
chairman of the board, and who 
died last month. 


RANDOLPH R. CLEMENT 


SAN FRanciIsco—Randolph R. 
Clement, 47, owner of the Ran- 
dolph R. Clement Advertising 
Agency, died Jan. 20. He also was 
vestern representative and a mem- 
ber of the board: of directors of 
he Direct Mail Advertising As- 
sociation. Mr. Clement started his 
advertising career in the San Fran- 
isco office of McCann-Erickson. 
He formed his own agency in 1941 
after serving as manager of Blums 
Advertising. 


JOSEPH R. HUNTER 

Cuicaco—Joseph Read Hunter, 
69, longtime Chicago area resident 
and a member of the copy staff of 
Perrin-Paus Co., died Jan. 26 at 
his home in Kenilworth, III. 


ATSON M. GORDON JR. 
CuicaGo—Watson Melville Gor- 
on Jr., 29, former account execu- 
ive with Foote, Cone & Belding, 
hicago, until illness forced him 
0 resign last year, died Jan. 26 in 
a Boston hospital. Following his 
resignation from the agency last 
spring, Mr. Gordon had returned 
0 his home in Dublin, N. H. 


ARLES M. STEWART 
Cuicaco—Charles Milton Stew- 
art, 70, former treasurer of the 
xaphic Arts Association of Illi- 
mois, and founder and retired 
president of Stewart & Fryer, 
‘hicago printing firm, died here 
last week. Services were con- 
ucted by North Shore Lodge 937, 
A.F. & A.M. 


otorola to Sponsor 
ew Ripley Telecast 


Motorola, Inc., Chicago, will 
sponsor a TV show, starring Rob- 
rt L. (Believe It Or Not) Ripley 
farting in mid-February. At the 
same time the radio manufacturer 
‘ill drop its current show, the 
‘Nature of Things,” which origin- 
kles in Philadelphia and is carried 
ver the East Coast NBC network. 

Mr. Ripley’s program, featuring 
Live talent and films, will be tele- 
‘ast over NBC stations—number 
0 be decided later. East Coast sta- 
ion. will carry the _ telecast, 
originating in New York, Tuesday 
et 9 30 p.m., EST. Gourfain-Cobb 
Sth: agency for both shows. 


ar is-Seybold Appoints 3 

R. S. Cheheyl has been named 
®sa e products manager of Harris- 
Ney old Co., Cleveland. A. S. Hol- 
Or Sales office manager, has 
*. promoted to assistant to the 
« -president in charge of sales. 
‘. Whipp has been appointed 
ucceed Mr. Holford as sales 

ff -e manager. 


'wo Appoint Junger Agency 
_ lort Junger Advertising, New 


h ‘*, has been named to direct 
if 


advertising and promotion of 
| Street Fashions and Nancy 

manufacturer of women’s 
vear. 
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Four A's Issues Guide Book 
on Advertising Careers 


A guide for people considering 
advertising careers has been issued 
by the American Association of 
Advertising Agencies as part of 
its examination program. 

The 24-page booklet describes 
opportunities, pictures the work 
done by advertising departments 
and agencies and tells what sorts 
of abilities are required to suc- 
ceed in the industry. A companion 
booklet, “The Structure of the Ad- 
vertising Agency Business,” now 
in its fifth printing, is also being 
distributed by the Four A’s. 


Bert Marcus Joins Bumberg 


Bert Marcus, formerly art di- 
rector of Koretz Ideas, Newark, 
has joined Jay Gabriel Bumberg 
Advertising, New York. The 
agency has moved its offices from 
403 W. 34th St. to 8 E. 48th St. 


Mace Elects Steele V. P. 


Robert L. Steele, account execu- 
tive, has been elected a vice-presi- 
dent of Mace Advertising Agency, 
Peoria, Ill. 


oulh Bend 


-@ 


TO GET BUSINESS 


Reliable tests that uncover new appeals for your product 


SUR SoumH BEND, 


mean more business. Reliable tests are the rule, not the ex- 
ception, in the South Bend market. Test results obtained 
here can be used with confidence elsewhere— because this 
market is typical. So typical, in fact, that the U.S. Govern- 
ment chooses it for important tests and studies. Write for 
free market data book entitled “Test Town, U.S. A.” 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


MOLONEY, REGAN & SCHMITT, 


Announcing 
the 


SUNDAY EDITION 


of the 


Pitisburgh Post-Gazette 


On Sunday, March 27, the Pittsburgh Post-Gazette 


will inaugurate a Sunday edition, presenting all the 
writers, cartoonists and features which have established 


Post-Gazette leadership in the daily field. 


In addition to several news sections, the Sunday 


Post-Gazette will include at least the following sections: 
a Locally Edited Color Gravure Magazine, standard and 
tabloid size comic sections, and the color roto Parade 


magazine. 


Advertising rates announced in the February issue 


of Standard Rate and Data Service are based on an aver- 
age guaranteed circulation of 200,000 (ABC statement, 
6 months, April 1 to September 30, 1949). 


Represented Nationally By 
Inc, 
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January Store 
Sales Hold Up 
Despite Storms 


(Continued from Page 1) 
proposition.” 

Retailers throughout the city’s 
shopping district found that they 
did business only when they had 
something special to offer. As a 
result, newspapers carried adver- 
tisements of sales almost daily. 
Men’s clothing and shoes especially 
were moving slowly, and virtually 
every store specializing in these 
items was offering reduced prices. 
Most of the advertisements prom- 
ised price slashes of 20 to 30%. 

Frank W. Amstutz, executive 
secretary of the Atlantic City 
Chamber of Commerce, said that 
although exact figures were lack- 
ing, he believes the city’s 2,200 re- 
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OLSEN PUBLICATIONS 


1445 NORTH FIFTH STREET 
MILWAUKEE 12, 
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tail outlets were doing about the 
same volume of business as last 
year. He was glodmy about the im- 
mediate future, pointing out that 
Convention Hall will be tied up 
from now until mid-April by the 
American Bowling Congress tourn- 
ament. 

“The bowlers will come in one 
day and leave the next, without 
leaving much money in town,” he 
predicted. “It’s the big conventions 
that bring people here for a week 
or so that mean money in the 
pockets of the storekeepers.” 


Birmingham 

January retail business in Birm- 
ingham was up, for some large 
stores as much as 33%, over Jan- 
uary, 1948, but the increase was 
due as much to low figures last 
year as to activity this past month. 

January last year was slow, 
with buyer expectation of tre- 
mendous price drops generally 
blamed for the lag. Prices in Birm- 
ingham are still going down, and 
seasonal markdowns and sales of 
clothing and appliances are aston- 
ishing, with one clothing store of- 
fering men’s suits “below manu- 
facturer’s cost.” But buying is 
brisk, and indicates that most pur- 
chasers have given up hopes for a 
real price break. 

Food prices are down about 10% 
and comparable decreases are no- 
ticed in other lines, although sea- 
sonal clearances confuse this pic- 
ture. Good quality men’s shirts 
were featured freely on sales at 
less than $2.00. 


es Appliances are still doing nicely 
on demand built up during times 
of shortages, although those items 
priced out of line with competing 
products are suffering. 

Unit sales seem to be up gen- 
erally, with no really marked vari- 
ation in merchandise lines. About 
two weeks of surprisingly balmy 
weather did scare a few retailers 
heavily stocked with winter cloth- 
ing into possibly premature sales 
of such items as men’s overcoats 
at 30 to 40% off. 

Retailers generally predict in- 
creased business, both in dollar 
volume and unit sales, for 1949, 
with expected continued decrease 
in prices from line to line. 


Boston 


Clearance sales of department 
stores during January helped boost 
dollar volume approximately 14% 
above last year. Smaller retail 
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stores estimated their increase was 
not more than 7%. 

A trucker’s strike last January 
had to be weighed in considering 
the increased sales volume, but 
items not affected last year showed 
an increase last month. Another 
factor that tempered optimism 
somewhat was an increase in the 
number and extent of January 
sales. 

Price levels were from 5 to 15% 
below last year and are expected 
to remain close to present levels, 
forming a new plateau on various 
lines. “The prewar shirt and pa- 
jamas that sold for $1.90 and $2 
may find a new level at $2.50 and 
$3,” one experienced analyst pre- 
dicted. 

Unit sales were estimated to 
have increased, although no fig- 
ures were available. 

“Customers seem to have plenty 
of buying power when the price is 
right,” a leading retailer said. “Na- 
tional brands may have to lower 
prices to meet the competition of 
private brands. Last year, durable 
godds sold rapidly but this Jan- 
uary preference was for consumer 
textiles and apparel. 

“I noticed that Boston showed a 
better response to post-Christmas 
sales than some other sections but 
I think we dropped our prices 
quicker and more drastically.” 


a Although Boston retailers were 
pleased, they looked quizzically at 
slightly better Federal Reserve 
Bank figures for the entire New 
England district and a consider- 
ably better record for suburban 
stores, despite unusually good 
weather for travel. 

The concensus is that large re- 
tailers will continue to limit in- 
ventories to force manufacturers 
to sell in keeping with present re- 
tail price levels. Textile mills are 
being hit in the process. Machine 
tool plants are slowed to a walk. 

Consumers have money to spend 
but seem “more sensible.’”’ Liquor 
package stores and bars estimate 
business is off 20% from last year. 


Buffalo 


Retail business here in January 
recorded an average gain of 5% 
over the corresponding month a 
year ago and store executives are 
well pleased because January, 
1948, had shown a _ tremendous 
jump over the preceding year. 

The general price level is down 
slightly from a year ago and store 
executives look for “spotty soft- 
ness” in the price structure as the 
year progresses. Retailers have 
been cutting prices on some slow- 
moving items such as radio and ap- 
pliances. They have been doing 
this at the expense of their mark- 
up. Manufacturers generally have 
been holding the line on prices. 

Unit sales are running about 
even with a year ago and this is 
encouraging to retailers. As long 
as retailers can keep unit sales 
at a high level they are still able 
to show a profit even with lower 
markups. 


@ There have been some weak 
spots in the retail picture during 
the past month. Hard goods such as 
major appliances have met in- 
creasing sales resistance. Custom- 
ers are going from one store to 
another in search of price con- 
cessions on refrigerators, ranges 
and washers. Television sales are 
spotty and dealers report wide- 
spread price-cutting on video sets 
throughout the city. 

Men’s wear has been another 
soft spot. The men’s overcoat bus- 
iness has been a disappointment; 
stores in January staged the big- 
gest suit price events here since 
before the war. 

Women’s apparel, generally, 
made a good showing during Jan- 
uary. However, fur sales continued 
slow and there was slackening 
interest in high-price dresses and 
shoes. 


Floor coverings finished up the 
month about even with a year ago. 
Furniture sales also ran about the 
same, with bedding slightly higher. 
Housewares sales showed a mild 
increase. 

Local store executives expect 
1949 volume will be “just a touch” 
under the 1948 level. “It still will 
be a good business year but it will 
take plenty of promotions and ac- 
tive selling effort,” said the pres- 
ident of one large department 
store. 


Chattanooga 


Based on January sales, Chat- 
tanooga retailers are decidedly un- 
certain about what is in store for 
them the rest of the year. They are 
unhappy: With the worst holiday 
business they ever experienced as 
an initial bitter pill, they found 
their large ad drives and January 
sales insufficient to bring dollar 
or unit volume up to volume a 
year ago. Their stores are filled 
with stocks bought before the re- 
cent price level began to slide. 

Prices on merchandise have 
dropped from 20 to 50%, during 
the special sales. Women’s clothing 
and luxury items have moved 
slowly. Lower priced home furn- 
ishings and children’s clothing 
moved well last month, however. 

Merchants here are inclined to 
consider the post-Christmas “let- 
down” an important factor, and 
there have been long rains and 
severe colds here as elsewhere, 
temporarily reducing floor traffic. 


Chicago 


The heavily advertised post- 
holiday clearance sales in metro- 
politan Chicago department and 
specialty stores brought a gratify- 
ing response from consumers in 
the area and resulted in a definite 
increase over dollar volume for 
the same period last year. 

Sales during the month were 6 
to 7% ahead of January last year, 
according to the Chicago Associa- 
tion of Commerce and Industry. 
Merchants generally were pleased 
both with the volume increase it- 
self and by the fact that the in- 
crease permitted them to whip 
their inventories into excellent 
condition. 

Retailers appear convinced that 
that when they can offer genuine 
values in price, quality, workman- 
ship, styling or fashion—and mer- 
chandise the values properly— 
they can still attract both custom- 
ers and their dollars. 


m There has been a definite de- 
crease in the general unit price 
level since last January. At the 
same time, unit volume is up. And 
although retailers originally cut 
their margins on merchandise to 
stimulate buying, their inventories 
are now in such a flexible con- 
dition that they can demand pop- 
ular-price merchandise from man- 
ufacturer suppliers. The manufac- 
turers, somewhat reluctantly, are 
actually making more lower priced 
merchandise available. 

The larger department stores 
tacitly admit that their buyers are 
now buying as close to current 
needs as possible—in no case more 
than six weeks ahead—and that 
they will continue buying in this 
manner. As a result, orders are 
going out from the stores more 
frequently, although there has 
been a reduction in the volume of 
purchases per order. 

Almost to a man, department 
store officials declined to fore- 
cast sales for 1949, preferring to 
follow the watch-wait-and-see 
philosophy. They are apparently 
unworried over prospects for the 
first six months and are also prac- 
tically unanimous in their con- 
viction that anything which doesn’t 
represent value in the public eye 
will not move. 

With regard to the 1949 out- 
look, a representative of the As- 
sociation of Commerce and Indus- 
try observed that, with the excep- 
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tion of the wartime ration ye rs 
the dollar volume of retail s: es 
has averaged 58% of the total a. 
tional income—and at no time as 
deviated more than 2% from he 
average figure. Last June, for x. 
ample, the association forecas 4 
retail volume of $128 billion 0, 
1948, using the 58% formula. " he 
actual volume at year end, acco 4- 
ing to the Commerce Departm: xt. 
was $128 billion. 


Cincinnati 


In spite of the fact that Cin- 
cinnati department stores sho. eq 
a 4% increase in sales early . 
January over the same period 
1947, the month will end up al he 
even for all of the stores, with the 
so-called quality stores showing a 
slight decrease and the price 
houses showing a like increase. 
Quality stores deny any dollar de- 
crease, but other channels say that 
there was a decrease of approxi- 
mately 1%. The price stores have 
held their own with a slight in- 
crease due to heavy promotions 
and advertising. 

Sales dropped in the last two 
weeks because of incessant rains. 
especially on two Mondays when 
all but three of the large stores 
stay open until 9:00 p.m. 

All stores report that price levels 
on the majority of their products 
are down from 5 to 7%. This they 
claim is due to the sales they have 
been running, but all feel that 


general price levels will stay 
down. As a consequence, unit sales 
are up. 


Men’s clothes, including shoes, 
furniture and all appliance sales 
are down. The drop in men’s 
clothes volume has caused all 
stores to run sales to boost this 
line. The same holds true in ap- 
pliances, with large space in news- 
papers pushing these. Furniture 
stores say that February is the 
good furniture month and are 
waiting for February to banish 
their doldrums. 

Merchandise managers of all 
stores are optimistic and feel that 
they will have an increase in sales 
volume in 1949 ranging as high 
as 7%. They are worried, however, 
at the number of firms in Cin- 
cinnati laying off help and cutting 
hours. 


Columbus 


Retail business in Columbus 
during January increased from 9 
to 10% above January, 1948, vol- 
ume. 

As for the general price level, 
certain items are down from the 
1948 average and some remain the 
same. A leading Columbus store 
spokesman said “dresses and f!00! 
coverings, for instance, have re- 
mained the same, whereas men’s 
shirts and nylons have come 
down.” Unit sales “have to be up” 
inasmuch as so many prices have 
come down and business volume 
has continued to rise, he said. 

“Furniture and major appliances 
are moving the slowest and mostly 
because of ‘Regulation W’,” he 
added. The fur business was ‘e- 
scribed as “lousy:” The best ° °l- 
ume is being done in men’s fv -n- 
ishings and “for that matter. in 
most ready-to-wear lines, busi! @ss 
is favorable.” 

Asked about 1949 prospects. he 
said it appears to be a “very .n- 
predictable year and could £0 
either way, depending on © n- 
ditions that ordinarily provide ‘he 
purchasing power.” 


Dallas 


Where weather left off and 0- 
monic factors took over in ir ! 
encing January business had D: !as 
merchants in doubt, but de: ite 
one of the worst months in y: °s 
weather-wise, department s« ''° 
heads generally expressed th ™- 
selves as happy, with sales sh w- 
ings. 

One department store presic "' 
told AA: “We had very disag: - 
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a le weather, and so we had a 

y -y small gain.” 

\nother said his store was a 

tle ahead of last year.” 

“rank E. Morriss, executive sec- 

ary, Texas Retail Dry Goods 

» sociation, said “merchants gen- 
ily in Texas find basis for op- 

1ism for 1949.” 

Responses of three department 
s ore heads were: “Looks very 
g od,” “We look to maintain our 
¥ 
e 


~ 


~~ + 


- 


iume” and “‘Not too much change 

pected.” 

But a darker sign could possibly 
be seen in the comment of a lead- 
ing monument retailer who aver- 
ages about $12,000 monthly. He 
told AA that this January was his 
first decline month since 1945, with 
a sharp 40% off. “We’re the first 
to feel it, in our line,” he re- 
marked. 


Denver 


Despite what might sound like 
California’s allusion to “unusual 
weather”—almost an entire month 
of near or sub-zero weather—Den- 
ver’s January retail sales were re- 
ported equal to January, 1948, with 
prospects of sustained prices and 
volume for the first six months. 

Bernard Wolverton, general mer- 
chandise manager of Daniels & 
Fisher Co., told AA his store was 
surprised to “make our month” in 
view of the weather in January, 
and expected to maintain volume 
and prices for the year. He said 
D&F met the weather onslaught 
by plugging phone and mail orders 
with excellent results. Heavy mer- 
chandise like furniture was said 
to have suffered. 

Paul Felix, general advertising 
manager, Denver Dry Goods Co., 
said the company had merchan- 
dised deep and, with no special 
price bait, “fully recovered from 
the ‘panic’ of Nov. 1-30 and 
equaled January, 1948.” 

Some retailers did lead with 
price copy. American Furniture 
Company, with stores in Denver, 
Colorado Springs and Ft. Collins, 
used “half-price sale 1,4@)-line 
shots” and Joslin’s tied in a spe- 
cial page to the Western Stock 
Show with a page titled “Bum 
Steers.” 

Des Moines 

Despite adverse weather during 
the latter part of January, retail 
sales volume was up from 5 to 
8% over January of 1948, N. H. 
Nielsen of the Des Moines Retail 
Merchants Bureau, reported. 

The general price level for the 
Des Moines stores was about the 
same as a year ago and is ex- 
pected to remain at about the 
same level. 

Unit sales are up with the sales 
volume, with popular and medium 
priced merchandise reported mov- 
ing. best. Among merchandise 
hard to move were refrigerators, 
electrical appliances and men’s 
clothing. 

Mr. Nielsen said that, on the 
basis of January operations, the 
oitlook for 1949 appears to be 

bout the same level as 1948” 
vith no expectations of a slash in 
pices, 


Detroit 


An increase of from 3 to 5% in 
rciail sales here was reported in 
J: quary over January, 1948, but 
th_s increase was attributed almost 
e: irely to the wave of price sales 
tht kept merchandise moving at 
a consistently strong volume and 
ad | not indicate a continuation be- 

nd the sales promotion period. 

Ine of the city’s leading depart- 

‘nt store officials bemoaned the 

idespread wave of sales and ex- 

essed fear that retail outlets 

id gone overboard on an adver- 

sing spree that might boomerang 

the form of a buyer’s market. 

“We may be killing off our 

tances for normal merchandising 

les through off-price sales,” he 
marked with obvious concern. 

“his is a transition period where 

al advertising know-how is ur- 


fontly needed to prevent the im- 
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THE TREND OF THE TIMES—These two full pages from the Jan. 
27 issue of the New Orleans Item provide a graphic demonstra- 
tion of the trend in retail advertising and promotion. The H. G. 
Hill supermarket ad, which ran in two colors, is one of the first 


eA 


to use a “was and is” price appeal on foods. The Sears ad, 
deliberately designed to look like a food ad, although no food 
(except fruitcake) is advertised, offers drastic price reductions, 
up to 60% on one item. 


pression that all merchandise will 
be lower. The real facts are that 
most of the merchandise we moved 
with sales promotion efforts in 
January cannot be replaced at 
that price.” 

The spokesman declared there is 
a definite possibility that unwise 
advertising can create the false 
impression that a full-scale buyer’s 
market is at hand and will sow 
the seeds for buyer’s resistance 
that will “leave the retail indus- 
try in a precarious position.” 

Most of the increase in January 
business was in the “soft” goods 
such as white sales materials, 
clothes and home _ decorations. 
Electrical appliance sales were the 
hardest hit. Most of the appliance 
retail outlets blamed federal credit 
regulations for the slow buying. 


@ The survey by AA’s reporter 
here shows unit sales were up in 
most lines except home appliances 
and that in this field many shop 
owners were buying cautiously, 
especially in radios. The lone ex- 
ception is television: Some 5,000 
sets are being installed monthly 
in Detroit, and this is capacity for 
the present trained installation 
force. 

The sales outlook for 1949 is 
one of uncertainty. Better sales 
promotion techniques must be 
adopted along with a more sage 
use of advertising, the stores say. 
Advertising budgets will definitely 
be larger, but the full impact of 
the increased advertising won’t be 
felt until later in the year after the 
retailers are convinced “the bloom 
is off.’ 

One important feature of Janu- 
ary business in Detroit was that it 
fell off sharply in the final ten 
days of the month after most of 
the sales promotion pressure was 
taken off. 

H = I 

January sales volume in Harris- 
burg stores was reported up 10 to 
15% over the same month last 
year, with “hold off” buying await- 
ing post-Christmas sales the de- 
cisive factor. 

The general price level eased, 
however, as shoppers went for 
lower priced goods in large num- 
bers. A further decline would not 
surprise the department stores and 
clothing specialty shops. 

Unit sales are up, with a very 
marked increase in traffic among 
shoppers. More people are coming 
into stores; more than are reflected 
in sales increases. This means, re- 
tailers point out, that the shopper 
as an individual is doing more 


shopping, less dollar spending per 


| shopping trip. 


Women’s shoes and furs are slow 
moving lines here, with men’s 
clothes taking a jump. It is be- 
lieved that men held off on buying 
clothing during recent higher price 
levels and waited until the prices 
started to slide. 

On basis of January sales this 
year the situation here looks like a 
tight merchandising area is ahead. 

A three-day “January Sales 
Days” event on Jan. 27, 28, and 
29, held a week later than last 
year, boosted relative volume in 
one department store over 74%; 
in a men’s store volume went up 
100% on Jan. 27 compared with 
the same day of last year’s Janu- 
ary Sales Days. But the trend to 
buy less and at lower prices held 
total sales to a much lower com- 
parative figure. 

Large advertising allocations for 
the sales event, plus liberal “read- 
ers,” including front page news 
stories on the sales push, were 
credited with helping get out the 
large number of shoppers. 


Hartford 


Retail business here during Jan- 
uary was on the average lower 
than January, 1948, with such 
items as radios revealing sales 
drops for the month. One reason 
noted by area retail men for the 
decline in radio sales during Jan- 
uary, 1949, was traced to the in- 
creasing popularity of television. 

The general price level in Hart- 
ford during January dropped from 
2 to 5%. Whether the level will 
go down even more is problemat- 
ical, according to key retail men in 
the city. “You cannot pin down 
specific items to a drop or in- 
crease, as conditions continue to 
fluctuate,” they say. 

Unit sales are down, and have 
been down over a year. 

Household goods were the hard- 
est to move during last month, 
with furniture and rugs most diffi- 
cult to push. On the other hand, 
foodstuffs moved the fastest of any 
lines, with one executive pointing 
out that “people are eating as well 
if not better than they were in the 
past.” Food prices have dropped 
from 5 to 10% here. 

There is a feeling of optimism 
in Hartford retail circles for 1949. 
One reason noted for this is a re- 
turn to normalcy in retail buying 
and selling for the year. As one 
man pointed out: “We’re no longer 
in the era of terrific sales booms 
and depressions. Of course, there 
may be a slight recession, but on 
the whole business has seemed to 
level off, with more advertising 


and promotion necessary to main- 


tain normal operations.” 

One local wholesaler, asked 
about his advertising-promotion 
plans for 1949, indicated that he 
definitely will expand his sales 
promotion budget, declaring that, 
“Since 1949 will prove to be 
strongly competitive, we feel that 
to remind our customers of our 
ways of doing business will do 
much for us over the long run.” 


Los Angeles 


January was marked here by a 
noticeable increase in retail ad- 
vertising, and promotions featur- 
ing aggressive merchandising on 
price merchandise, with the result 
an estimated increase in sales of 
5% over January, 1948. Prices in 
general show a downward drift, 
although one of the iarger depart- 
ment stores characterized the cor- 
rect term as being “prices are 
amenable” without showing a defi- 
nite trend at this time. There is 
some thinking that in place of 
price reductions there will be an 
improvement of merchandise qual- 
ity without changes in price. This 
trend is already in evidence. No 
unit sales pattern is yet discernible 
because of varying prices at which 
identical items are being sold. 

Over-all, retail activity in most 
lines was about equal to January, 
1948, wherever they were thor- 
oughly promoted. Cottons and 
white goods moved well; drug 
sales were strong; candy sales were 
down. Conservative optimism and 
assurance is present in the think- 
ing of most; retailers are cautious 
about predicting what kind of a 
year 1949 will be. The concensus 
appears to be that it will be highly 
competitive, with probability that 
volume can be maintained where 
stores have promotional merchan- 
dise to sell. The public is definitely 
price minded, which, it is antici- 
pated, will result in reduction of 
margins to hold volume. Close 
scrutiny has been given to the pos- 
sible effects of the recent crop 
freeze here leading to the conclu- 
sion that its effect upon retail 
purchasing power will not be par- 
ticularly noticeable. 

Louisville 

Business volume was down from 
six to 12% here in January, com- 
pared with January, 1948, a sur- 
vey of leading business firms here 
revealed. Unit sales have been ap- 
proximately the same, but an aver- 
age 10% cut in price accounted for 
the decrease. 

Particularly hard hit were lux- 


ury items, especially furs and 
higher - priced wearing apparel. | 
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furniture have remained fairly 
stable. 

A decrease in farm income in 
the latter part of last year was 
also a factor in the volume de- 
crease. 

Sales, more aggressive merchan- 
dising and advertising are on the 
schedule of most firms. 

Most retailers were wary about 
predicting the sales outlook for the 
rest of the year. Many expect a 
further decrease in prices to help, 
plus the expected passage of an 
increased minimum wage law. 


Milwaukee . 


Milwaukee merchants generally 
did the greatest January volume of 
business—in dollars and in sales 
transactions—in history. Sales ran 
about 15% ahead of 1948. 

Spokesmen for retail stores credit 
the excellent business to aggres- 
siveness of merchants, big sales 
drives, special price reductions and 
emphasis on “more for your money 
than you have been getting.” 

Heavy advertising by merchants 
brought the results, it was stated. 
Merchants agree that the public 
was so price conscious that the 
volume of business was above that 
of last year only because of sales. 
They deny that they were cutting 
prices generally. 

“There is just more opportunity 
to buy in the market than there 
has been for some years,” one 
store official said. “We run into 
situations where a certain firm 
needs ready cash to operate and, 
because of its temporary finan- 
cial embarrassment, offers special 
prices. We take advantage of these 
situations. “x 

“That does not mean we are in 
for a lot of price cuts. In fact, we 
are less concerned about our in- 
ventories now than we were a year 
ago. Business is holding up better” 
than expected.” 


New Orleans 


Retail sales in New Orleans are 
holding firm because of steady em- 
ployment and high bank savings, 
according to Dean Gallagher, di- 
rector, Retail Merchants Bureau. 

Unit sales are correspondingly 
up slightly because of price cuts, 
Mr. Gallagher reported. “Prices 
generally seem to be 5% to 8% 
lower than the 1948 level. Inven- 
tories, generally speaking, are low 
and in good shape. There are one 
or two exceptions, such as in men’s 
winter clothing, but they are ex- 
ceptions. 

“In general, there is a feeling 
of skepticism on long-range pre- 
dictions, with a particular concern 
about minimum wage legislation,” 
he continued. “We don’t see any 
large layoffs in the next few 
months in New Orleans industry, 
so retail sales should hold firm for 
that period.” 

January retail advertising copy 
showed much more price-cut ap- 
peal than in 1947 and 1948 but not 
at pre-war levels. Dealers reported 
continued and stronger consumer 
price resistance on automobiles 
and similar major purchases. 


New York 


New York City department store 
sales were up 1% the week ending 
Jan. 22, 1949, compared with the 
same week in 1948, according to 
the Federal Reserve Board. Sales 
ending the week of Jan. 15 showed 
a 5% increase over the similar 
period last year but were down 
2% the week ending Jan. 8. 

January clearance sales were 
very successful, most New York 
retailers agreed, but admitted that 
without the sharp price cuts busi- 
ness would not have compared fav- 
orably with January, 1948. They 
also said the warm, wet weather in 
New York during the past month 
held sales down. 

Retailers here indicated that the 
great response to reduced prices 
has proved they must search for 
the “right price’ for spring busi- 
ness. The right price, retailers ex- 
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the current inflated cost of mer- 
chandise and the reduced sales 
prices offered during January. 


e R. H. Macy & Co. reported its 
prices generally down on rayons, 
silks, furs, furniture and house- 
wares, and slightly reduced on 
women’s and men’s apparel. A 
spokesman for the store predicted 
that the retail business can expect 
a slight decrease in 1949. 

Saks Fifth Avenue expects the 
first half of 1949 to be a “little 
sluggish,” picking up in the latter 
Although the 
store has had its regular January 
clearance sales and reduced the 
price on women’s stockings, an ex- 
ecutive said the store’s 1949 prices 
would be approximately the same. 

Retailers emphasize need for 
full cooperation from manufactur- 
ers and producers of raw materials 
if the consumer demand is to be 
met this year. Some of the de- 
partment stores here report they 
are beginning to get cooperation 
from their suppliers on prices. 


Omaha 


A series of well-known bliz- 
zards upsets a fair comparison of 
January, 1949, business volume 
here with the same month in 1948. 

Omaha stores sailed behind fav- 
orable weather the first week and 
the month appeared headed for an 
alltime record. Promotional sales 
of all kinds were on tap. Then 
came the snow and cold and a 
sales drop of 30 to 40%. 

Allan Hupp of the Associated 
Retailers of Omaha estimates the 
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decrease was 10% from the 1948 
January start. 

The general price level has 
shown a slight easing. There have 
been virtually no increases in the 
past five to six months. 

Business leaders here expect an 
excellent 1949, predict volume will 
be off some, but not very much. 

Ready-to-wear items have 
moved at a record rate the past 
two months. Appliances have done 
well, too, largely because almost 
everything now is available and 
that is bound to help until most of 
the supply is filled. Furniture has 
been doing all right. The annual 
white goods sales held up excel- 
lently, but retailers say housewives 
are not buying in as large quan- 
tities. 

Many of the appliance sale items 
were advertised as “one or two” 
display models. Month-end  .zies 
adver.ising was almost as heavy 
as at the start of January. 


Philadelphia 


Philadelphia’s business men 
worked hard during January and 
managed to show a volume in- 
crease of approximately 3% above 
their January, 1948, figures. A 
great deal of this increase is due 
to continual promotions thrqughout 
the month in practically all de- 
partments. Even smaller stores in 
central city and outlying sections 
put themselves on a promotion 
basis for the month. 

Business men here also credit 
this higher volume to generally 
lower prices in almost all items. 
Prices here generally dropped 
about 10% in the Quaker City, 
and a peek into plans for February 
advertising indicates a continued 
downward trend. 

Lower prices helped stores main- 
tain higher unit sales in almost 
every department which enjoyed a 
volume increase. Many stores are 
working towards high unit sales to 
make up the profit they relinquish 
by lowering their own markups. 
As prices drop, business men pre- 
dict, unit sales will go up be- 
cause the consumer has ample 
money in the bank but is reluc- 
tant to relinquish any of it unless 
he feels he is getting his money’s 
worth. 


w Hard goods generally proved 
hardest to move during January, 
despite bargain sales. Many stores 
recorded sell-outs in furniture 
lines. Major appliances slowed 
down during January in spite of 
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increases in advertising space to 
refrigerators, freezers, etc., by 
both retailer and distributor. Tele- 
vision receivers still showed im- 
provement, but the upward slant 
of sates also slowed down consider- 
ably for the month. Soft goods, 
especially linens and domestics, 
were very active. 

As for 1949, retailers are not in 
unanimous agreement. Most of 
them believe that with more ef- 
fort and continued lower prices, 
business in 1949 will at least match 
1948’s. A few, however, were 
more optimistic. 


Providence 


Retail sales volume in this city 
for January was about 16% ahead 
of the comparable month of 1948, 
an increase brought about chiefly 
by large and well promoted price 
campaigns. Unit sales were higher 
than for a year ago. The genera! 
price level appeared lower, especi- 
ally on the price promotions. Three 
sources interviewed said the gen- 
eral price level was about 6 to 10% 
lower, although two sources re- 
ported lower prices, largely on 
bargain lines. Retailers generally 
expect lower price levels as time 
goes on. They generally agree that, 
were it not for the price promo- 
tions, retail sales volume might not 
have equaled last January’s vol- 
ume. Many stores fan their first 
major price promotions in six or 
seven years. Three out of five re- 
tailers interviewed said they drove 
store-wide price campaigns with 
all the punch they could in an- 
ticipation of cleaning out existing 
stocks and looking forward to new 
and lower priced merchandise. 


ws Merchandise lines enjoying the 
biggest sales increases were wo- 
men’s coats, sweaters, hosiery and 
shoes, dresses and men’s shirts. 
Soft goods generally showed 
greater gains than hard goods. Oil 
burner sales fell off sharply from 
a year ago. Furniture, FM radio 
and television sets showed sales 
gains. 

For 1949, retailers look for gen- 
erally lower price levels, business 
as good if not better than for 1948 
but with much greater emphasis on 
price promotions, a marked in- 
crease in advertising activities to 
accomplish this increased business, 
general improvement in the qual- 
ity of advertising, and improve- 
ment in art work in retail adver- 
tising copy. Retailers will work 
on better clerk training and will 
emphasize better customer rela- 
tions. 


St. Louis 


Leading retailers in the St. 
Louis area got a good start for 1949 
but suffered a set-back after Jan. 
15 due to extremely adverse wea- 
ther conditions. Despite this, they 
feel that the January volume 
may be off not more than 2 to 3% 
from the January, 1948, totals. 

The general price level, up in 
some instances, down in others, 
averages about the same as 1948. 
Shoes, for example, are expected 
to go higher in price because of 
many possible leather losses from 
the serious cattle situation in the 
western snow storms. 

Unit sales are up slightly, with 
the usual lines customarily fea- 
tured in January sales responsible 
for most plus business. Included 
in such lines are infants wear, 
table linens, bedding, and lingerie. 
Customers are inclined to think in 
terms of regular January bargains 
like the annual white sales, and 
this makes such items best moving. 

Prospects for the year still look 
good on the basis of January 
month’s business, but retailers are 
as much aware now as they were 
following the Christmas sales that 
they will have tc stay on their 
toes and work to make it a good 
year. 


San Francisco 


Department store sales here for 
January were up over last year 
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A PENNY APART—On Jan. 31, A&P advertised its own Dexo shortening at 93¢ and 

Lever’s Spry and Procter & Gamble’s Crisco at 99¢ in small space (right) in the 

Chicago Daily News. In the same issue on three other pages, National Tea ran its 
larger ads on Spry and Crisco at 98¢ and Humko’s Trend at 89¢. 


but only because of heroic pro- 
motion efforts, local retail ex- 
ecutives admitted. 

Mammoth clearance, white and 
year-end sales events were given 
the credit unanimously for the 
average increase in volume of 
about 5% over January, 1948. 
Study of figures reported by eight 
San Francisco stores and six Oak- 
land establishments shows that 
most of the gains were made dur- 
ing the first half of the month. 
Sales for the past two weeks have 
been struggling to keep abreast of 
last year’s figure. 

Greatest increase reported by 
any major department store in the 
areas was 10%. “Unusually power- 
ful promotion can claim the credit 
for this altogether,” the executive 
quoting the figure told AA. 

Along with the gain in volume 
went a slight increase in number 
of customer transactions reported 
by the stores. This resulted from a 
slight drop in dollar unit sales. 

Prices generally were holding 
pretty steady, athough a trace of 
softness was noticed in some lines. 
No immediate break in the price 
level is foreseen. 

One department store executive, 
asked if the stores could be ex- 
pected to trim their margins fur- 
ther to lower prices and gain in 
sales, replied, ““We can’t cut them 
any more. But our buyers are pur- 
chasing just as carefully as the 


shoppers. The days are gone when 
we took anything that came along.” 
Seattle 

In spite of worst January wea- 
ther in years, consumers responded 
to better values and promotion 
here and sales ran ahead of year 
ago. Most prices are off somewhat. 
Retailers expect further price de- 
clines during the year. 

Sales vary widely among de- 
partments: Soft goods moved well, 
especially ready-to-wear and re- 
lated items, which are ahead unit- 
wise and dollar-wise. Hard lines 
are slow. Appliance and furniture 
dealers lay heavy blame to credit 
regulation but consumers are look- 
ing for good values, and off-brand 
hard lines of doubtful quality don’t 
move. 

With good merchandise and pro- 
motion the outlook is for sustained 
high volume through 1949. 


Springfield, Mass. 


If January is any indication, re- 
tailers in Springfield can expect 
record-breaking business during 
1949, according to a survey of the 
city’s major stores. 

For in the first month of this 
year—with the general price level 
scarcely a fraction of a percent- 
age point below that of a year 
ago—retailers reported an increase 
of 17% in dollar sales. 

Retailers, flushed with the suc- 
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cess of clearance sales reminiscent | ticularly in women’s wear. Men’s; the January offerings were special | To Smith, Bull & McCreery has been named director of media 


of pre-war days, still maintain a 
toich of that typical New Eng- 
land conservatism regarding the 
ou look for 1949. Much, they say, 
depends on the employment pat- 
ten in industry in this area. 
Ss veral major plants have begun 
pering their payrolls. Industry is 
uncertain whether this is a sea- 
sonal slump in the plants or 
whether it’s the beginning of a 
trend. 


Toronto 
While the over-all picture points 


clothing and furnishings are off 
somewhat in price and these prices 
are expected to continue slowly 
downward during 1949. 

Unit sales, however, have been 
up, with one major department 
store giving a figure of 8% over a 
year ago. 

Most retailers here, although op- 
timistic about 1949, feel prices will 
preak in a number of items, par- 
ticularly in appliances, furniture, 
furs, women’s shoes, notions and 
lingerie. 


sale merchandise, available to mer- 
chants in the “soft lines” for the 
first time since before the war. 
While the returns are still coming 
in, some business men say Janu- 
ary recorded one of the best rates 
of increase here in a long time. 
By mid-month, even furniture, 
which had been _ exceptionally 
slow, was responding. The re- 
vived interest in furniture was 
general, and one prominent de- 
partment store—Lansburgh & Bros. 
—reported that Saturday, Jan. 29, 
was probably the largest furniture 


in addition to his publicity as- 
signment. 


MYSTIK 


aa 
Richards Adds Duties | I ba / 
Bob Richards, publicity depart- | Fe. af Mp. 
ment manager of Abbott Kimball | 
Co. of California, San Francisco, 


Ralph H. Whitmore has joined 
Smith, Bull & McCreery as an ac- 
count executive in the Los Angeles 
office. He was formerly associated | 
with Allied Advertising, Howard 
Tullis Co. and in the sales depart- 
ment of CBS. 
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sales were off 2% from January a 
year ago in the Twin Cities area, 
according to one authoritative tab- 
ulation. 

Since Christmas, a trend in price 
reductions on most merchandise 
has been observed, coupled with a 
definite quality improvement, par- 


Inventory retrenchment had 
been under way since December, 
when nervous merchants jumped 
the unofficial Jan. 15 “breaking 
date” for clearances in ready-to- 
wear and other soft goods. 

By January, inventories were in 
much healthier condition. Many of 
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